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racy in manufacture. 
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Slipping? 
Does Your Work Improve? 
Do Your Wases Increase? 


Most young men working in the store find sooner or later that 
they have come to a time when they are in a rut and there is no 
chance for an increase in pay. 


This is time to consider seriously what to do. If they are 
clerks they can at once double their salary by becoming a display 
man. If they are display men they should improve their knowledge \ 
of this work and change to a better-paying position. A study of 
advertising will equip them for better pay and broader field. 


You Either Go Forward or Backward 


From four to eight weeks spent at the Koester School will 
enable one to become so expert in Window Display, Card Writing, 





























and Advertising that he can qualify for the very best paying & S 
positions. , a 
Decide now to step into the ranks of better paid OS aye 
men—the first step is to send in the attached coupon. rnd ri 
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Contests Develop Greater Display Artistry 


HAT window display competitions of either 
national or local scope have proven of 
great benefit to the art of window deco- 
rating can hardly be contradicted. Yet 

contests of this kind have not infrequently met with 
unusually strong resistance on the part of some retailers. 
That such a course, in most cases, has been rather 
shortsighted is easily proven by the wonderful window 
display executions that are constantly being produced 
by participants in window display contests conducted 
by national advertisers, local chambers of commerce 
and conventions. 

Members of the editorial staff of The DISPLAY 
WORLD have had the privilege in a number of in 
stances of judging the window display contests of na- 
tional advertisers, and in looking over the submitted 
photographs we have marveled at the general partici- 
pation they have secured and the quality, diversity and 
number of the ideas that the competitions inspired. 

Displaymen are human. after all, and the sporting 
spirit must always bear an incentive to greater effort, 
and display competitions afford this element that drives 
the displaymen of the country on to give the utmost of 
their mental and artistic ability. Then, again, the stakes 
involved have often been of princely value. This calls 
to mind that one of the country’s leading displaymen 
just recently was the recipient of a well-known quality 
automobile, this being the grand award in a national 
display contest that was participated in by thousands of 
displaymen and retailers. 

Usually the contests that beget the greatest partici- 
pation of displaymen are those conducted by the: best 
known national advertisers, whose goods are a byword 
with the public. Surely, an original and novel display 





installation for a prize competition is of as much value 
to the retailer as it is to the national advertiser conduct- 
ing the contest. Both of them have an equal interest in 
the event, and that is the creation of more sales for the 
product in question. Both profit, for every sale by the 
retailer yields him a profit as well as for the manufac- 
turer. 


But of greatest value to the retailer is the fact that 
these display competitions develop the ability of his 
displayman, and any incentive that will thus increase 
the artistry of the displayman is of untold value to the 
retailer. Provided, of course, that the retailer is a firm 
believer that window advertising is a constructive mer- 
chandising medium, or rather, as The DISPLAY 
WORLD puts it, “Window Advertising Makes the 
Passer Buy.” 

It must be remembered that the wonderful displays 
produced by displaymen in these contests have taken 
much time and thought outside of business hours, 
thought which ordinarily would not have been given to 
the execution of window displays. 


Competition is the life. of business, and so here, also, 
is the secret for the active interest of the displayman in 
his artistry. The goal which prods him on is much 
more than the material value of the prizes offered ; it is 
personal pride, for every red-blooded he-man wants to 
be known favorably for his artistry and his ability 
among his own profession, no matter what calling it 
may be. 

The DISPLAY WORLD believes that every re- 
tailer can with profit to himself encourage the partici- 
pation of their displaymen in all such national window 
display contests which involve the goods he has for sale. 
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Stores are usually judged by the attrac- 
tiveness of their show windows. 


But no matter how artistic the display, if the 
method of lighting is wrong the window’s attrac- 
tiveness and sales power are lost. Now there is a 
new way to make windows more attractive. Ben- 
jamin Elliptical Angle Reflectors have seven 
features which eliminate lighting and window 
trimming troubles. They change window displays 
to scintillating business-getters, and improve the 
window trimmer’s work 100%. 


7 New Features 





= 
BS 


Reflectors is of brilliant white porcelain—tfused on in three 
coats to give a permanent, 
sparkling surface. It diffuses 
unstreaked light over the 
whole window display. 

2. The reflected light is 
noticeably white and clear. 
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Cat. No. 1406 





The installation fittings make it easy to install the Benja- 
min Reflectors. They aiso enable the window trimmer to 
quickly detach the reflector for cleaning and then just as 
quickly return it to its place. No. 1406 and No. 1403 have 
screw thread for shade holder No. 4377. 


247 W. 17th Street 
New York 





1. The inside reflecting surface of the Benjamin Elliptical Angle 





Laco Colorlite 


in This Porcelain Enameled Steel Window ‘Reflector 


It enhances the color and texture of merchandise —is “easy 
to the eyes.” 


3 There is no waste of light. The elliptical shape of the 
Benjamin reflector directs light rays from each lamp sideways, 
so that the light from one lamp overlaps the light. from the 
other. The straight back of Benjamin Elliptical Angle Reflec- 
tors keeps light inside the window. 


4. Fewer lamps, of higher wattage, are used. This cuts down 
cost of instailation and upkeep. 


5. Merely a stroke of a damp rag will clean the white, 
smooth inside surface of a Benjamin Reflector. This 
saves time in window trimming. 


6. Benjamin Reflectors are constructed of s’eel and a stone-hard 
enamel—almost indestructible. 


7. The enamel on the exterior of Benjamin Reflectors is a 
beautiful buff color—to match your window trims and 
harmonize with almost any color effect 
in the window display. They put the 
sales-magnet into the window show 
—improve it in every way with the least 
care and attention. 





Cat. No. 4377 


For color lighting the Laco Colorlite is ideal. It per- 
mits the use of full color effect to bring out the 
beauty of goods under display. There is a choice of 
amber, red, green and blue. Readily put on the 
lamp or taken off. 





Benjamin Electric Mfg. Co. 


120-128 S. Sangamon Street 
Chicago 


448 Bryant Street 
San Francisco 
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Mardi Gras Displays Parallel Event 


Displaymen and decorators play important part in making carnival in 
New Orleans spectacular event— Windows and floats elaborate 


EW Orleans is an old lady among cities. A 
brisk, vivid, self-confident, hospitable, 
bustling, well-bred old French lady, but 
unmistakably old and quite as unmistak- 

ably a lady. Once a year youth pulses back along her 
veins. Springtide thrills in her blood and sets her aged 
toes atwinkling. 

Then Milady forgets her years, though never quite 
her breeding, dons her mask and motley, and sallies 
forth into the streets to foot it in a dance which rises 
crescendo throughout Mardi Gras—a week of merry- 
making—concluding in a final burst of light and laugh- 
ter on Mardi Gras Tuesday. So she has done since the 
nation was young; so, perhaps, she will do to the end. 
For the spirit is in her, not to be denied—the elfin 
spirit that makes carnival. 

Back of Milady is another figure, her silent partner 
in the event. Not so old, this other; not so gentle of 
breeding, and without Milady’s spirit of eternal youth 
and merriment. He typifies the commercialism of the 
celebration. From far and wide crowds flock to wit- 
ness, aid and applaud Milady in Motley at her revels. 
Silent Partner sees to it that they pay for it. Perhaps 
not at the exact moment the amusement is offered, but 
before the celebration has ended and the visitors have 
departed for their homes. 

The gold which they shower upon that gay and pa- 
tient dancer Silent Partner garners, and Alaska’s gold 
gold mines, Texas’ oil wells and Maine’s fisheries alike 
contribute to his levy. Thus stands the copartnership: 
Milady making joy of Mardi Gras, the Silent Partner 
making money. 

Making money is hardly the proper term, for he is 
really making back only a portion of that which has 
previously been spent in the preparation and presenta- 
tion of this week of entertainment and recreation. 
Milady’s guests have grown to expect as much from 
the stores and shops as from the event itself. The 
throngs of visitors who gather to welcome the merry 
krewes of Comus, Momus and Rex find ample to inter- 
est them in the stores during the intervals between the 
parades and balls for which the old southern carnival 
is famous. ' 

The royal parade ground of the Court of Motley is 
Canal Street. Call back to memory the broadest avenue 
that you know. Then stretch it enough to insert down 
the middle a paved parkway, itself as wide as an ordi- 
nary thoroughfare. That is Canal Street, the main 
artery of New Orleans—the location of the larger 
stores and shops. 

Now festoon that boulevard with every gay hue in 
the gamut of color; with flags, bunting, banners, pen- 





nons, rosettes, streamers, loops, whorls, fringes and all 
manner of things that fly and flutter and invite the eye. 
Pack it almost solid with happy-faced humanity, all 
decorated for the occasion. Scatter profusely through 
the open spaces unimagined types of vehicles, drawn 
by decorated horses, the rolling stock being alike only in 
one particular—that it all shows some essay at orna- 
mentation. Fill the air with cheerful clamor of speech 
—French, Italian and English—song, the cries of sou- 
venir vendors, the blare of celebrant tin horns—in short, 
imagine the biggest and most golden circus day of your 
childhood doubled and quadrupled. That is Canal 
Street any time, day or night, of Mardi Gras week. 

Although the entire city of New Orleans co- 
operates in the preparation and presentation of this 
series of unusual spectacles, credit is largely due the 
displayman and his associates, the decorators. It is 
these artists who provide the settings and pageantry 
for the pleasure of Milady and her thousands of guests, 
and it is they who also make possible the success of 
the other half of the partnership. Every building has 
its special varicolored light designs and window dis- 
plays, and when these spring from the darkness they 
appear transformed into fairy palaces, and the effect is 
thrillingly unearthly. 

This year, more than ever before, a visit through 
any of the stores or a tour of the show windows was 
found equally as interesting as any of the programmed 
events. More attention was given to the windows and 
stores themselves, and the week which closed Tuesday, 
February 24; was declared the most successful, from a 
financial as well as artistic standpoint, ever presented. 

High over the heads of the visitors, in the big main 
floor salesroom of the Maison Blanche, of which F. 
Coudrain is display manager, were suspended huge 
heads of characters from the Arabian Nights—beau- 
tiful houris, their heads and necks bedecked with 
jewels; grinning clowns; sinister, leering sheiks and 
romantic princes. 

A carnival window was hung with black curtains 
and floored with black cloth. On the wall were two of 
the papier mache heads, with many glowing jewels. 
Occupying the major portion of the window was a 
young woman in drooping garden hat, and skirt of the 
hoop-skirt variety, fully fifteen feet in diameter at the 
bottom. It consisted of a series of panels, each one 
being of a different pattern of the new printed crepes. 

Another window featured ‘Spring in the Garden.” 
It, too, had a black curtain in the rear, but was floored 
with bright green sod and had in the center a marble 
fountain, in the basin of which gold fish darted to and 
fro. At either end were marble pedestals, topped with 
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the heads of fauns, the shafts being decked with gar- 
lands of pink roses, the whole standing out effectively 
against the black background. Several marble benches 
were placed in the setting, and sitting and standing 
figures were atired in new spring frocks, brown and 
tan being the principal tones. 

Two small windows, at either side of the main en- 
trance, attracted much attention. The first contained 
life-size cut-outs of zany, harlequin, ballet dancer and 
sheik in gay costumes, while on stands were shown 
favors, jewels and novelties of various kinds for the 
carnival. The other was a millinery display, and had 
in the center a tree of the weeping willow variety, with 
trunk of brilliant hue and branches covered with small 
yellow flowers. 
~ The Walkover Shoe Company had a pair of win- 
dows with marble floor thickly covered with confetti 
of all colors. In the center of each, on a low table, 
stood a Yama Yama girl in green and gold, with ruff 
and cuffs of purple tulle, and a cap of silver. Scarfs of 
the carnival colors—green, purple and gold—draped the 
table and rippled down across the floor. Displayed in 
the two windows were walking shoes for women and 
fancy ball-room slippers. 

C. Welker, display manager for L. Feibleman & 
Co., Inc., arranged a drawing room setting in which 
dance frocks were featured. On the wall, of deep 
cream, was a painting of a Spanish fandango. On a 
stone bench sat a girl in black and white, while near her 
stood a companion in pink. At the opposite end of the 
room was a third figure in silken gown with beaded 
slip in several of the orchid tints. In the center of the 
picture was a tall gilded standard hung with long rib- 
bons of green, purple and gold. 

The Kress Company had a large window hung with 
long lengths of scarlet and gold silk. In the center rear 
was a tall white panel against which was silhouetted 
a girl in golden-hue robe with gauzy black cloak and 
black mask. Down front, on a revolving platform, were 
two dancing dolls, boy and girl, in costumes of black 
and gold. The floor was covered with yellow cloth, 
with a deep border of purple, to which were attached 
countless little gilded bells. Froni ceiling to floor hung 
showers of gayly colored serpentines. 


J. E. Bertoniere, displayman for D. H. Holmes & 
Co., arranged the jewels of Proteus and his queen, 
heads of one of the krewes of the Mardi Gras, upon 
sea-green cushions. Here, too, were grouped silken hose 
and satin slippers, carnival canes, flowers and rhine- 
stone headbands, while a clown in carnival costume bore 
a card on which was printed “Accessories for the Car- 
nival Ball.” 


Displayed in the windows of one of the leading jew- 
elers were the “jewels” to be worn by the king and 
queen of the carnival. They were given a beautiful 
setting—the window being floored, roofed and hung 
with curtains of white and gold silk, with tall silver 
vases holding California poppies. The gems themselves 
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—scepter, mace, crown, necklace, bracelets, etc.—were 
displayed in a beautiful white satin case. All of these 
trinkets were made in Europe, and while rhinestones, 
instead of real diamonds, were used, each of the hun- 
dreds of stones with which the gilded baubles were 
studed was set in by hand, and the cost, if made in this 
country, would be prohibitive. 

Classicism is the keynote of the many parades 
held during Mardi Gras week. The floats are con- 
structed on a really superb scale of magnificence, 
each with its masked, robed and garlanded figures 
bowing right and left and throwing souvenirs oi 
carnival jewels into the crowds or to the balconies. 

In no carnival held in either America or Europe 
are the floats equal in gorgeousness and splendor 
to those presented year after year in this quaint 
old Southern city. This is particularly true of the 
day parades, where the searching sunlight betrays 
even the slightest defect. 

Each parade is followed by its ball, both being 
conducted by a carnival organization. Again the 
artistic work of the decorator is in evidence, for, 
in addition to the elaborate setting of the ballroom, 
a pageant of unusual proportion is presented. Here 
the king of the group controlling the activities that 
day is crowned and all events which follow are 
supposedly in his honor. 

The maskers take their places upon the stage 
around the throne on which the king reclines, the 
process being hidden from the massed guests in 
front by a curtain. This rises and then comes one 
of the really eye-filling spectacles of the week. 

In a wide, deep crescent traversing the whole 
width of the stage, the silken-clad mummers, be- 
dizened in every hue of the rainbow, shining with 
fairy gold and silver, glistening with mock jewels, 
move, swaying and swinging rhythmically down 
from the stage to claim their partners. No spec- 
tacle anywhere offers quite the same thrill as that 
leaping, dancing color-crested wave of youth and 
revelry. 

For more than an hour the masks hold the floor 
with their partners. Then is seen the pretty spec- 
tacle of Maidenhood fronting the Mystery, quest- 
ing with vision aslant for the man behind the mask. 

All expenses of the parade and ball are defrayed 
by the members of the particular group giving it, 
be it Momus, Comus or Proteus. No one is sup- 
posed to know anything about the membership. In 
comparison a college fraternity is‘ as open and 
public as a political rally. A man’s own family 
isn’t aware (theoretically) to what group he be- 
longs, or whether he belongs to any. : 

Although imitated in many other cities through- 
out the country, none attracts the attenion or rivals 
to any great extent the short but spectacular reign 
of Milady in Motley. 
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Business Success Through Display 


Great institution built by Truly Warner with display as principal 
medium—NMore hats sold through plate glass than by salesmen 


By LOUIS SILVER 
Director of Displays, Truly Warner, Inc., New York City 


OWHERE, perhaps, in the general classi- 
fication of retail merchants can be found 
any individual or special classification 
more generally sold on the idea of win- 

dow display than those merchants specializing in 
the retail business of selling men’s hats. 

To the great majority of these merchants the 
value of appropriate display forms the most force- 
ful advertising and is considered as the most vital 
and resultful adjunct of the sales department. To 
these progressive dealers the story of display value 
is unnecessary, since they have learned through the 
jingle of dollars as they poured into the store cof- 
fers of the incomparable sales merits of correctly 
planned and efficiently presented displays. 

No doubt, one of the outstanding of these is 
Truly Warner, Inc., who, through practically exclu- 
sive use of window display, has built in a few years 
a business which had its beginning in a small side- 
street shop to one with twenty-nine retail stores 
located in the larger cities and hundreds of affiliated 
agencies in every section of the country. 

All displays are first arranged in the home office 


Attractive Display Created by Mr. Silver for Stores of Truly Warner, Inc. 


in New York, photographed and properly marked, 
then mailed to each store, so that uniform displays _ 
will appear. An important feature of all Truly 
Warner windows is the “Five Foot Shelf,” where 
all new styles, are first introduced. This shelf is 
attractively arranged and lighted with special 
equipment, and the results have proven its sales 
value times innumerable. 

The display shown below features a poster from 
the United Fruit Company of a Panama cruise 
leaving New Orleans.’ Pelicans, South Sea grass 
and a large reproduction of a palm tree gives a 
very unusual effect. Straw hats, Panamas and the 
helmet presented by Mr. Warner to Governor Al 
Smith, of New York, and worn by him on the golf 
links are displayed. 

Merchants who are not getting 100 per cent 
efficiency in their business should study the tre- 
mendous possibilities in their show windows. The 
sooner it is done the more quickly will their sales 
increase and the more readily will their store pres- 
tige register its force on the community served as 
a progressive merchant. 
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Contests Encourage Best Efforts 


America’s leading prize winner in national display contests urges 
merchants and displaymen to participate for all prizes offered 


By CARL W. AHLROTH 
Display Manager, The May Company, Los Angeles, Calif. 


HE wide-awake displayman always has his 

eyes open for window display contests. 

The results of his efforts, as a general rule, 

are far beyond his expectations. He out- 

does himself producing an idea, a selling kick, a master- 

piece in a display window that really he would never 

think could be accomplished by himself. But what 

forces him to exercise all of his energy and artistic 

ability? The very fact that it is a competition for a 

prize, to conquer, to produce the finest display of the 

particular merchandise in the country, to receive for his 

efforts a substantial cash reward or a handsome, valu- 
able prize or gift. 

Prize contests are becoming more numerous each 
year, and in a recent one there were over five thousand 
entries, which proves that a window display contest 
with an attractive list of prizes is the greatest method 
of national advertising. All the displaymen partici- 
pating produce their best effects, which are presented 
to the public in the form of window display master- 
pieces showing the merits and every possible artistic 
touch and selling value that can be brought out of mer- 
chandise and display advertising. 

The results from the advertising and selling are 
tremendous. Everybody admires something unusual. 
Naturally, the great public that pass those window dis- 
plays, reaching from coast to coast, in nearly every city 
in the country, become acquainted and interested in the 
merchandise shown to its best advantage, stimulated 
by the attractive prize reward offered for the country’s 
best displays. 

In producing a prize window display the writer 
strives to bring before the public in a simple, artistic 
manner, so that it can be easily understood at a glance, 
the purpose of the articles and their greatest value. 

In studying out an important display the advertis- 
ing material describing the various qualities of mer- 
chandise are very effectively used in producing the sell- 
ing kick to a display, bringing before the public the 
highlights of the merchandise in some artistic form that 
can easily be seen and understood. This can be accom- 
plished by using a center piece headlight which de- 
scribes the merchandise in some original, novel way. 

This is best illustrated by three of our recent dis- 
plays of Congoleum, which were awarded first prize in 
the national contest when its use and merits were con- 
veyed to the public at a glance in simple and easily 
understood ways. In two of these children were por- 
trayed in wax playing on the rugs of the living room 


and kitchen, spilling water, soap, jam, etc., making it 
all very true to life. The center panel read, “Let the 
children play—anything may drop—the surface is 
waterproof—a few easy strokes and it is cleaned.” 

In another display of this series the center panel 
showed a large relief map of the world, with ships 
carrying Congoleum to all parts of the two hemispheres 
and a train load of Congoleum crossing the states for 
San Francisco. The card read, “Gold Seal Congoleum 
Used the World Over.” Two congoleum cannons 
guarded the world and the sign between them read, 
“Gold Seal Congoleum is protection against inferior 
grades of congoleum.” 

Another first prize award was a display of Hot 
Point electrical appliances. This was a unique Christ- 
mas setting with Santa Hot Point driving an airplane 
filled with Hot Point products surrounded by a ten-foot 
wreath with a cut-out city full of houses in the back- 
ground. The card read, “A Hot Point for Every 
Home.” 

One of the most difficult classes of merchandise to 
display was the Benjamin Two-Way plug, which was 
awarded third prize in the national contest. Two wax 
figures were used to illustrate the convenience of these 
articles. One figure represented a woman using a vac- 
uum cleaner and the other a woman sewing, both 
sweeper and machine connected from a double wall 
bracket. The cards plainly stated its uses in a legible 
and artistic manner. 

A display of Ingersoll pencils also won first award 
in the national contest. The important units of this 
pencil and their individual value were illustrated at a 
single glance, with an artistic arrangement which 
proved a valuable style of display. 

Last year the writer won first prize ($500) in the 
Hickok Belt national contest by using a novel setting 
composed of a hotel front, large automobile, man and 
woman wax figures dressed for golfing wearing Hickok 
belts and buckles. The show card read, “Going Golfing 
Wearing Hickok Belts and Buckles.” It has been his 
good fortune to win many prizes during the past few 
years, due to originality and a little thought combined. 
Among the hundreds of awards only a few of the more 
important are given. 

The first coming to mind was the third prize of the 
Rice Leaders of the World contest. This carried a prize 
of $500 for the third place. At the International Asso- 
ciation of Display (Men’s conventions more than a hun- 
dred medals and the following prizes have been won: 
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SIX PRIZE WINNING DISPLAYS IN NATIONAL CONTESTS BY MR. AHLROTH 


Upper Left, First Prize Award for Hotpoint Electric Appliances; Center Left, First Prize Award for Ingersoll 

Pencils; Lower Left, Third Prize Award for Benjamin Two-Way Plugs. The Three Displays of Gold Seal Con- 

goleum on the Right Vere Awarded First Prize in National Contest. They Were Trimmed Side-by-Side With 
World Display in the Center. 


Gold Sweepstakes medal, New York, 1915; SIGNS 
OF THE TIMES Cup, 1915 ;Sweepstakes Loving Cup, 
Chicago, 1916; Grand Prize Loving Cup, Chicago, 
1916; Championship Gold Medal, Detroit, 1925 ; Cham- 
pion of Champion Bronze Plaque, the world’s highest 
window display award, Chicago, 1922; Championship 
Clothing Cup of America, 1917 ; Championship Haber- 
dashery Cup of America, 1917; The DISPLAY 
WORLD Merchandising Contest, 1924. 

These are some of the largest prizes ,and space 
would not permit listing the hundreds of first prize 
awards for the various lines of merchandise and the 
numerous medals in display competition during my ca- 
reer as a displayman. 

All this success is due, directly and indirectly, to the 
window display contests of today and heretofore. What 
has been done can be accomplished by others by a con- 
tinual striving to succeed in originating something that 


seems impossible—to show your fellow-displaymen that 
you are still alive and fighting. 





DR. F. H. PECK ADDRESSES CINCINNATI ADVER- 
TISING CLUB ON DISPLAY VALUE 


Dr. F. H. Peck, formerly advertising director of E. R. 
Squibb & Sons, of New York City, first president of the 
Window Display Advertising Association and now sales 
promotion manager with Wm. S. Merrell Company, of Cin- 
cinnati, recently addressed the Cincinnati Advertisers’ Club 
at their noon-day luncheon on “The Dealer’s Window.” 

He brought out a splendid distinction between simply 
displaying goods and advertising, and elevated the ideal 
of advertising to an enviable degree. In his illustrations, 
which were splendidly selected, he showed the tremendous 
loss in the effectiveness of advertising in newspapers and 
magazines because of the lost enthusiasm between the time 
of reading and the logical time of purchase. This loss he 
termed “sleeping business” and showed how it is aroused 
by window display. 
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Display Superiority Admitted 


Effectiveness of display recognized as greater medium than newspaper 
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advertising, though both essential to a successful business 


By HARRY W. HOILE 
Display Manager, Rorabaugh-Brown Dry Goods Co., Oklahoma City, Okla. 


URING the last few years a great deal has 
been said and written concerning the value 
of window display to the merchant, yet we 
frequently hear this question asked in 

either a direct or indirect form, and the answers 
+ brought forth are many and varied. Such a query might 
easily be interpreted as a part of a crossword puzzle, 
for the problem would be chiefly one of finding the an- 
swer to fit the particular case. 

Some advertising men claim that display without 
advertising is of little value. Others frankly admit that 
window displays have a far greater pulling power than 
newspaper advertising. It must be admitted that both 
of these mediums are very essential to a successful busi- 
ness, and it is not the purpose of this article to debate 
as to which of the two is the more important, but rather 
to try to illustrate the value of display according to ideas 
gathered through years of experience. 

First of all, the value of any display rests with the 





Spring Creation by Mr. Hoile Showing Artistic Value of Display for Introducing New Styles. 


two very important factors—the right merchandise and 
the right kind of arrangement. Versatility of the dis- 
playman is very essential in stores where there is a great 
variety of merchandise. The displayman who is suc- 
cessful must have the ability to place a display of any 
kind of merchandise on very short notice if necessary. 

It is understood that the display must fulfill its 
mission. If it does this its value is judged accordingly. 
For instance, if it is necessary, for some unforeseen rea- 
son, to push a certain line of real live merchandise right 
away (and usually this merchandise arrives too late for 
newspaper copy), the big store displayman gets his 
force together and plans for quick action. In goes the 
display, and presto, the goods are sold. Sometimes the 
rush of business created calls for a re-order 

In spite of all this business, it is very difficult to 
judge the exact cash rating of the display. The psycho- 
logical effect on the public mayor may not be of value. 
If the public is satisfied with their purchases they will 
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tell their friends, and so the firm will reap the benefit of 
some real good advertising that money cannot buy. On 
the other hand, if the merchandise is unsatisfactory, 
even though the goods were properly displayed, the, firm 
will get some very bad publicity, and so the value of 
the display would be offset by the bad impresion of the 
dissatisfied customers. 


Then, again, we have to consider the displays which 
are not placed for an immediate return in dollars and 
cents—style displays, June bride displays, etc. These 
displays have a different purpose. Their mission is to 
show the public that the store has quality merchandise, 
and quality must reflect from every part of the display. 
Every detail must be so handled that the observer will 
have no opportunity to criticise. The whole effect must 
be one complete harmonious unit, without a blemish. 
A pin or a flake of lint in the display will attract atten- 
tion, as will a garment accidentalily brushed out of 
place. These small details, if overlooked, can easily 
ruin the effect of the display. The value of a window 
of this kind is far greater than that of any sale window, 
and yet it is still harder to judge its actual value in 
dollars and cents. 

Last, but not least, the patriotic display, usually 
placed at the instigation of the store manager. His 
motives are unselfish ; he wants to tell the story to the 
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A Bathing Suit Display by Mr. Hoile Which is One of Harmony in Every Respect. It Is Very Easy to See Why 
This Setting Blocked All Traffic While in the Window. 





public of some patriotic event or person. Even though 
the the patriotic merchant does not have this kind of 
display placed for personal gain, the reaction is auto- 
matic, and he is repaid by the friendship of the public, 
who appreciate the fact that he is sacrificing valuable 
window space for unselfish motives to help the cause 
of his country. 


In fact, every display has a value. It is up to you to 
make sure that your display has an appeal that will make 
your store the outstanding one in your city. 





HOOVER COMPANY ANNOUNCES SPRING CONTEST 


A spring window display contest open to all dealers in 
the United States and Canada has been announced by The 
Hoover Suction Sweeper Company. The time limit for 
these displays is May 15 and the thirty-eight windows 
judged the best will be awarded cash prizes ranging from 


$100 to $5. 


Display cards, cutout figures, special backgrounds and 
other high-grade accessories have been furnished dealers, 
although it is not required that these be used in a contest 
window. There is no restriction on the number of windows 
that may be entered by any one dealer, the only specifica- 
tion made is that they be current displays. 


This is the first time that The Hoover Company has 
offered prizes for spring displays, although similar contests 
have been conducted each December for many years. 
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Window Lighting Problems Solved 


Great value of well-lighted windows in sales making and prestige 
building shown by research carried on at school of lighting 


By N. W. TOWNSEND 
Publicity Department, National Lamp Works, Cleveland, Ohio 


Editor’s Note—The Nela School of Lighting conducted 
at Nela Park, near Cleveland, by the National Lamp Works 
of the General Electric, is maintained to permit organized 
groups to study specific purposes of lighting and how it 
can be most effectively used. This article, which deals 
entirely with window lighting, is one of a series prepared 
*so those who are unable to attend this school can learn 
its teachings through an extension course. 

HOW a merchant an array of the latest 
window lighting equipment—paint a word 
picture in glowing facts and figures of the 
many and varied lighting effects which 

such equipment will produce—and he gives you a mild 

affirmative, or a courtesy nod of understanding. 

Press a button and demonstrate lighting equipment 
and the effects they produce in a life-size window, and 
he looks with rapt attention—he gets the idea. He 
wants to push the button; once, twice, three times he 
pushes the button, and each time this cyclorama of 
effects passes in review. This talk of higher intensities, 
directional effects, or color shadows, takes on a new 
meaning. He finds that light effects are not vague, ab- 
stract somethings ; they are live, interesting things. He 
becomes enthusiastic. He’s sold. 

The equipment one sees in the Nela School of Light- 
ing represents the most modern types of reflectors and 
projectors which have been devised for window light- 
ing. And to hint at the continual progress being made 
in lighting equipment, it might be mentioned that four 
of the reflectors shown there are developments which 
have been put on the market by the several manufac- 
turers during the past year. 

In addition to the more common mirrored glass and 
prismatic reflectors, there are silvered and polished 
metal reflectors, the latest addition to the family of re- 
flectors for general window ilumination. Here, too, 
will be seen the mammoth mirrored reflectors built for 
500-watt lamps, giants who find it an easy task to erase 
bothersome daylight reflections from the windows. 
Then there are the representatives of the floodlight 
family, powerful in their ability to command attention 
when focused on any particular feature of the display. 
And there are also the footlights, not so generally used, 
perhaps, but none the less effective, in adding their bit 
to the flexibility of good window lighting. 

Color is to show window equipment what the cap- 
sheaf is to the harvest—it is the finishing touch which 
keeps the whole from mildewing. All the units for 
window lighting have their color accessories, so that the 
display or any part of it can be tinted in red, orange, 








blue, green, or an endless variety of color combinations 
to compel interest. 

Lamps, reflectors, color screens, are just tools which 
are used to create the lighting effects desired, The more 
complete the set of tools, of course, the more easily the 
job is done. It does not take long to learn the proper 
use of these tools. Then is soon learned what direction 
of light, shadows, mean. Lighting from this side and 
that, from above and below, and next, as the bright rays 
of the spot light pick out the feature articles on display 
from amid a thin haze of surrounding color—blue, 
green or amber tinted—it is readily seen why good 
lighting makes a show window sell more goods. 

Not every store window need have all these facili- 
ties, but. every window should have a good lighting 
system. The test of good window lighting is efficient 
distribution of light upon the display without loss upon 
the street, and without glare from exposed lamps. The 
usual practice is to locate outlets above the glass at 


_ regular intervals along the window front and along the 


sides when the window is deep. In island windows, 
concentrating type reflectors should be placed around 
the entire window. 

The actual method of installing window lighting 
equipment depends entirely upon the construction of 
the window. Unless the ceiling is especially high, the 
reflectors are generally mounted on the ceiling close to 
the window. Frequently it is desirable to conceal the 
equipment in a box or trough built in the upper front 
corner of the window. Where the window has a false 
ceiling it may be preferable to install the reflectors 
above the ceiling with the openings flush with it, using 
metal moulding for finishing. 

Where the distance above the window glass to the 
ceiling is fairly large, it will usually be found best to 
suport the reflectors by brackets on the transom bars 
close above the window glass, either by individual 
brackets for each unit or by supporting the conduit 
from which the units are supported. Where the win- 
dows are open backed or where the background is pol- 
ished, a curtain or valance should be used behind the 
units to screen them from the view of persons within 
the store and to eliminate their reflections in the pol- 
ished background. A curtain should also be used to 
conceal the lighting units from view from the street. 

_ The actual spacing and size of lamps used will de- 
pend upon the illumination requirements. In the better 
grade of windows a twelve-inch spacing is very common 
and is recommended. A spacing over three feet will 
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not, in general, give satisfactory illumination. From 
this it is seen that the spacing usually falls within the 
range of twelve to thirty-six inches, with a spacing be- 
tween eighteen and twenty-four inches in the majority. 

Either 100, 150 or 200 watt lamps may be used. 
for general window illumination, depending upon the 
spacing and the intensity desired; 500-watt lamps, of 
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Figure 5— A common method of 
mounting window reflectors 











course, for the installations to eliminate the daylight 
reflections. 

Outlets should be available for the use of spot- 
light or floodlight projectors when desired. When once 
an adequate number of outlets have been installed, the 
illumination can be varied at will by manipulating the 
size of lamp used, or by arranging the lamps on two or 
more circuits, so that alternate lamps may be turned on 
or off. Convenience outlets should be placed in the 
side walls, or perhaps in the floor of the window, for 
attaching lamps and other electrical appliances which 
are on display, or which might be used to contribute to 
the effectiveness of other displays: 

In addition to the general overhead lighting, the use 
of spotlights, floodlights and footlights is recommended 
for high-class windows where greater flexibility in 
lighting effects is desired. 

Spotlights serve to focus attention on a feature 
article in the window by “spotting it,” in much the same 
manner as an important character on the stage is 
brought into prominence by means of a spotlight. Spot- 
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light effects are particularly pleasing in connection with 
color lighting. 

Window footlights are used for much the same pur- 
pose as window spotlights, though usually the light is 
not concentrated as sharply, but is spread gradually 
from one strong center beam. 


Color is attractive and demands attention. Plenty of 
colorless light from clear or Mazda Daylight lamps is 
effective where the goods are displayed primarily for 
the convenience of the customer in making a selection, 
but the proper use of color lighting enhances greatly the 
more artistic window displays, and tests have shown 
that, for equal wattage, color in the lighting increases 
considerably the attention value of the display window. 


The secret of the success of colored light is in mak- 
ing the color suit the display. Each color tends to pro- 
duce a certain definite atmosphere and psychological 
effect, as outlined below 

Red—The most striking and lively color. Suggests ac- 
tion, fire, passion, tragedy, heat, danger. 

Rose—Soft and inviting. Suggests health, beauty, love. 

Orange—Vivid and gay. Suggests warmth, the autumn. 

Yellow—Cheerful and inspiring. Suggests light, sun- 
shine, happiness, springtime. 

Green—Cool and refreshing. Restful and soothing to 
the eye. Suggests life, vigor, youth, summer, the 
outdoors. 

Blue—Soothing and subduing. Suggests coldness, the 
night, moonlight, winter, symbolic of truth, fidelity, 
dignity, stability. 

Purple—A rich and royal color. Suggests luxury, splen- 
dor, dignity, or may give a sombre or mysterious 
impression. 

White—Suggests light, purity, cleanliness, peace. 

The various colors and tints may be obtained by the 

following combinations of lighting units: 

Red Tint—One white to three or more red units. 

Rose—Red and blue units in equal numbers. 

Orange—One amber to two red units. 

Yellow Tint—White and amber units in equal numbers. 

Green Tint—One white to four or more green units. 

Yellowish-Green—One amber to three green units. 

Greenish-Blue—One green to three blue units. 

Blue Tint—One white to five or more blue units. 

Violet—One red to two or more blue units. 


In general, a color tint, or a combination of two or 
more color tints, is preferable to a solid pure color. It 
is usually advisable to determine by experiment the 
color effects which are best suited to each particular 
display. Striking results are obtained by the use of a 
spotlight, focusing clear light on the central object of 
the display while the rest of the window is flooded with 
harmonizing colored light. 


The effective use of color requires a flexible system 
of window lighting equipment and circuits to permit 
easy control of the variations of light intensity, direc- 
tion and color combinations that are desired. Where 
color lighting is used, the window background is usually 
of a light neutral gray, in order to be readily adaptable 
to the color effect produced by the lighting. 
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Productive Displays Exact Thought 


Displays must be given careful consideration before installing to be 
resultful—Color, layout and the show card important points 


By M. WOLFSON 
Display Manager, Baer Bros. & Prodie, Chicago, IIl. 


EARLY every retail clothier today knows 
what a valuable and efficient asset to his 
establishment for advertising purposes are 
his windows, and consequently takes ad- 

vantage of this fact by making the best possible use of 
them. Every displayman, or merchant who trims his 
own windows, should arrange only such displays as will 
insure the greatest financial return. 

The primary object of window display is to attract 
notice of the passerby to the merchandise on display, to 
tempt him to enter the store to purchase the article, or, 
if he is not in need of the particular goods at the time, 
to so idelibly fix it in mind that the lasting impression 
will direct him back to the store when he is ready to 
buy. - 

Such displays must be made in a manner that will 
clinch the transaction at the first glance, for all agree 
that the average passerby will glance at the window for 
only a fraction of a second unless something outstand- 
ing arrests his attention. In this short space of time 
the battle is either won or lost, depending on his favor- 
able or unfavorable reaction. 

It can readily be understood that the displayman 
cannot afford to enter his windows with eyes shut and 
mind wandering and then merely stack in a lot of mer- 
chandise in reckless abundance, as was often done in 
by-gone days. To expect results from such a hap- 
hazard policy would be the height of display folly. 

Modern productive displays require keen fore- 
thought and systematic consideration as to the essentials 
of window display, for in this, as in any other art, busi- 
ness or profession, adherence to basic principles will 
eventually spell success. 

Behind every display there are at least three basic 
principles, and these must be properly considered and 
carefully applied before starting the display proper if 
satisfactory results are to be obtained. These three 
essential factors are color, layout and design. 

The first named element,. color, predominates, be- 
cause it magnetizes the eye. A harmonious color 
scheme will attract the customer, though he may not 
conscientiously acknowledge such attraction, while a 
badly mixed color is at once repellant. Men’s wear— 
particularly men’s clothing—is a lifeless article with 
respect to color, and for that reason some decorative, 
colorful unit, in a setting or drape, drawn up in colors 
to harmonize with the article, must be used to bring out 
more distinctly the respective colors. 

A display in which the merchandise is in harmony 





with the general coloring will not only’ enhance the 
value of the article, but will, by virtue of its color bal- 
ance, make the entire arrangement more beautiful. 
Therefore, whether the purpose be a blend or a contrast 
of color, the scheme decided upon must be in harmony 





A Well-Balanced and Striking Display of Scarfs 
by Mr. Wolfson. 


with both merchandise and general arrangement. Only 
in this way can the effect be both pleasing and restful 
to the eye. 

The second quality is layout. By layout is meant 
the composition and balance of the display. The com- 
ponent element must be so arranged that the several 
and best points of the articles on display are given due 
prominence, while at the same time the general propor- 
tion and balance is retained. Better results are obtained 
by avoiding absolute symmetry. To attempt the arrange- 
ment of trims where one-half of the window corre- 
sponds exactly to the other half is not the most effective 
or attractive. On the other hand, less symmetry fre- 
quently provides better opportunity for a more artistic 
array of goods, and invariably results in greater sales 
in the final analysis. 

A point not to be ignored or neglected is design. 
By this is meant the detail of the individual unit con- 
structed artistically in the most appealing and advan- 
tageous manner. In the use of coats on forms, for in- 
stance, great care should be exercised in bringing out 
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Artistic Individual Unit Arrangement of Evening Clothes by Mr. Wolfson That is Constructed in an Appealing 
and Advantageous Manner 


the newest lines and grace of the model. All wrinkles 
must be eliminated by the use of tissue paper. Shirts 
should be gracefully draped on easels, hats properly 
creased, neckwear strikingly tied, etc., avoiding every 
appearance of stiffness. Every article must receive 
due consideration. 


Last, but not least, the show card. This must be in 
full accord with the general color scheme, layout and 
design, and must furnish a true story concerning the 
articles on display. 


Displays containing these essentials will prove to 
possess that enticing power necessary to draw the pro- 
spective customer into the store prepared to purchase 
the merchandise on display. 

The progressive displayman, always on the alert for 
new, up-to-the-minute ideas, eagerly watches and care- 
fully studies the many valuable suggestions contained 
in magazine articles relative to window display. Your 
own experience, plus suggestive ideas of successful 
men, will furnish an ever-increasing vision in the art of 
window display. 


<0 00000 


Dates for P.C.A.D.M. Meet 


Second annual convention to be made greatest 
held west of Rocky Mountains 


MORE than 400 displaymen are expected to attend the 
second annual convention of the Pacific Coast Asso- 
ciation of Display Men to be held in the Multnomah Hotel, 
Portland, Ore., September 28, 29 and 30. This promises to 
be the greatest gathering of the display industry ever held 
“West of the Rockies.” 

Preparations and plans for the program, entertainment 
features and all details incident to such a meeting are 
being rapidly completed by the officers of the association 
and convention committee under the guidance of L. A. 
McMullen, convention director. 

The slogan, “Let’s Go,” has been adopted as one of the 
efforts being made to secure a large attendance. Those 


who do attend are promised everlasting remembrance of 
the event from both an educational and entertainment 
standpoint. The co-operation of the entire display industry 
is working to make this possible. 

Three large windows will be constructed for demonstra- 
tion purposes and for competition. Another feature will 
be a photographic contest in which photos of displays will 
be entered without name and judged upon their merits 
alone. Many silver cups, medals and other awards will 
be given the winners of these contests. 





GREAT FALLS HOLDS SPRING OPENING 
Sixty-four merchants of Great Falls, Mont., took part 
in window display night Tuesday evening, March 3, which 
was the opening feature of the opening of the spring sea- 
son. The event was sponsored by the Great Falls Adver- 
tising Club. 
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Trophy Cup Supplies Display Idea 


Fred Gross installs duplicate of winning display in national contest 
with prize award in all San Francisco stores of Owl drug chain 


INNING first prize in the mer- 

chandising window display 

contest conducted by The 

DISPLAY WORLD in no way 
halted the activity or affected the enthu- 
siasm of Fred A. Gross, director of dis- 
plays for The Owl Drug Company, San 
Francisco. In fact, it was the inspiration 
for, another very clever idea and resultful 
display. 

Immediately upon receipt of the trophy 
—a large silver loving cup——Mr. Gross 
constructed a duplicate of the winning 
display, with the prize prominently ex- 
hibited, in the window of one of the most 
important stores of the San Francisco 
group. This was displayed one week in 


each of the stores of that city and the re- 


sults were equally as great as those from 
the original window. 


The display that won this prize sold 120 
electric heaters in nine days at $5.00 per 
heater. This is a product that rarely sells 
at the rate of one a day without window 
display, so the results obtained by Mr. 
Gross and his staff conclusively prove the 
_ adaptability of the slogan, “Window Ad- 
vertising Makes the Passer Buy.” 





Note the smile of appreciation by Mr. Gross on receiving 
The DISPLAY WORLD Trophy Cup. 


STAR HEATER 
seit for $=” 


Duplicate of Prize-Winning Display Showing Cup and with Descriptive Card Telling Story to the Public. 
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Shoppers: 








No. 88 X-Ray ‘“‘Hippo’’ Window 
| 3 Vorers | Light 






Displaymen--- 


are now busy planning for spring and 
summer—when color predominates— 
when unique display ideas stop the 
passerby. You men— 


Should Never Forget— 


that lighting effects help your sales ap- 
peal. Often a new lighting idea breathes 
X-Ray “Jove” Reflector aA \. the spark of life into a display hitherto 


with No. 66 Color-Ray P a \ unnoticed. 
Attached 





Compelling Lighting Effects— 


are the tools with which you create 
novel settings ; put emphasis on your dis- 





plays. 
Add Selling “Punch’— 


—, he to your windows this spring by using 
a= ee X-Ray FLOOD Lights, X-Ray Spot- 
— lights, X-Ray Footlights, and X-Ray 
| “Color-Ray.” Put your story across! 





No. 10308 X-Ray For new ideas write 


Window Footlights 
CURTIS LIGHTING, INC. 
1114 W. Jackson Boulevard 


X RGY Reflectors wr caIcA0 
PInG BRILLIANGCY 31 W. Forty-Sixth St., New York 


me Standard for Show Windows” cote ~ 9 regalo i 
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IVALING in artistry and splendor the dis- 
plays of gloves, hosiery arid handkerchiefs 
recently created by some of America’s 
foremost displaymen, are several marvel- 

ous masterpieces produced from a similar class of mer- 
chandise by Paris displaymen. It is hard to con- 
ceive such elaborate presentations as shown in the 
two illustrations accompanying this article, but 
the French are noted for their “infinite capacity 
for taking pains.” 

The ship, or “galleon,”’ more properly speak- 
ing, made entirely of table linens and towels, is 
from a large Parisian depaftment store. It is cor- 
rectly fashioned, with all the “top s’ls” and “jib 
booms” in just the right place, and it even rests 
on an even keel of toweling. Here is one place 
where the tremendous amount of waste space 
found in the high-domed stores of Paris comes 
in handy. The ship towers up several stories in 
height, but because of the dome effect used in the 
store it makes a majestic picture. 
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French Displaymen Bid For Honors 


Marvelous masterpieces created from linen and towels by Paris 
displaymen rival in splendor those of American artists 



















































The other illustration shows a replica of the “Arc 
de Triomphe,” made entirely of bath towels, with a 
peacock thrown in for good measure. The elaborate- 
ness of this display is amazing. Observe how the col- 
ored towels have been painstakingly worked into the 





design so as to stimulate the marble coloring in the 
arch. It almost makes one wonder why towels 
are used for such prosaic purposes as they are. 
The peacock, too, is a marvel of painstaking 
genius on the part of the Paris displayman who 
fashioned it. Its plumage has been worked out by 
deftly creasing varicolored towels and attaching 
them to the bird itself. Doves, perfect in every 
detail, are shown flying around the base. 
American displaymen are apt to wonder and 
doubt the merchandising value of such displays 
compared to the amount of work involved. There 
can be no question but what the stores displaying 
them will attract thousands of people and any 
amount of free advertising will thus be gained, but 
as to actual increase in sales, we, too, are doubtful. 
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NATIONAL 


HUMMING BIRD 


DISPLAY WEEK 


MARCH 16 TO 21, INCL. 


Over $3500 in Cash 


and. Other Prizes 


for Unusual Window, Counter, 
Store and Booth Displays 


Grand Prize $300 Silver Cup 


24 Inches High 


The entire country will be divided 
into twenty-two districts and these 
districts subdivided according to pop- 
ulation of cities and towns. Each 
subdivision will have the same quota 
of prizes. Thus, every Humming 
Bird Dealer, regardless of location, 
will have equal opportunity to win. 


The Editors of The Display World 


will award the prizes. 


National Humming Bird Display 


Week comes at a most opportune 
time—just when the ladies are in the 
market for their Easter hosiery. A 
snappy and original Humming Bird 
display will not only give you an op- 
portunity to share in our $3,500 Prize 
Contest, but is bound to make your 
sales soar. 


Time is short. Act quickly. Write 


today for display material and full 
details. Address 


Window Prize Contest Department 
DAVENPORT HOSIERY MILLS - - - - Chattanooga, Tennessee 





umming @ird — 


PURE SILK HOSIERY 
WEARS LONGER 


j-8 
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Color In Your Easter Windows 


Dashes of color necessary to attract attention of shopper but contrast 
of tone is highly important in gaining emphatic interest 


By HAZEL H. ADLER 


Director, Taylor System of Color Harmony, Inc., New York City 


F never before, you can say it with color 
this season. But the colors in your 
window must say the thing that your 
store stands for. You can’t catch the 

popular price trade on subtly refined combina- 
tions and you can’t catch the higher price trade 
on jazz. 

The versatility of your knowledge of color com- 
bination is as valuable this season as the knowledge 
itself. The following are a few of the outstand- 
ing spring colors for wearing apparel: Rosewood, 
Tarragon, Moresco, Fuchsia, Bluet. 

How can you make a symphony out of rosewood 
and how a fox trot? It depends on several things: 
First, the selection of colors used to combine with 
rosewood; second, the tones in which these colors 
are used, and third, the proportions in which they 
are used. 

Now let us create a few symphonies and fox 
trots with rosewood, using the Taylor Color Har- 
mony Keyboard. 

Jazz Combination 1: The keyboard shows rose- 
wood combined with a brilliant yellow-green and 
blue. We have, therefore, only to add to a win- 
dow of rosewood coats, gowns and millinery, scarfs, 
sweaters and other accessories, in brilliant tones of 
‘yellow-green and blue. The combination will be 
harmonious and distinctive, but decidedly jazzy. 

Jazz Combination 2: The keyboard shows rose- 
wood combined with a brilliant violet and green. 
Plenty of brilliant green and a few touches of 
bright purple will provide an interesting and lively 
window. 

Jazz Combination 3: The keyboard shows rose- 
wood combined with henna and yellow. Plenty of 
henna and a few dashes of yellow will make an in- 
teresting and distinctive window with considerable 
attention value. 

Symphony Combination 1: The keyboard shows 
rosewood combined with bluet and shutter green. 
This is a subtle combination, exquisitely harmoni- 
ous and impelling to the woman of refined taste. 
The shutter green used in deep rich fabrics and the 
bluet shown in delicate chiffons and-an occasional 
felt hat, pair of hose or evening accessory will give 
‘the additional interest of contrasting fabrics. 


~ Symphony Combination 2: The keyboard shows 


rosewood combined with beige and soft blue. Many 
of the new ensemble suits are found in the com- 
bination of rosewood and beige. When topped off 
with a felt hat in one of the soft new blues, this 
combination offers a practical suggestion as well 
as a charming picture. 

Symphony Combination 3: The keyboard shows 
rosewood in combination with soft yellow and corn- 
flower blue. This combination provides the oppor- 
tunity of introducing the popular yellow tones for 
sportswear and the cornflower blue millinery and 
top coats in the season’s mode. 

One can play on the color spectrum as one plays 
on a musical instrument and use it to create what- 
ever effects desired. 

From the above examples it will be clear that 
contrast of tone is highly important in gaining 
emphatic interest for a window. Many windows 
are too high pitched and many. are too low pitched. 
The high-pitched windows, of course, spell “jazz,” 
and often may be necessary to attract the clientele 
to which the store caters. A low-pitched window 
today, however, has little selling appeal. 

The subdued neutral,.tones unrelieved by bril- 
liant dashes of color no Jonger can attract. 

To test your own ability to “play on color” you 
might try to build up fox trots and symphonies in 
your own mind on the other leading spring colors. 
Then you might try both a jazz window and a sym- 
phony window and test it on your customers. You 
can easily check the reactions by standing on the 
street corner for a half-hour during shopping time. 

You may find things out about your customers 
which even the store does not appreciate. When 
you have decided which type of window pulls, select 
any one of the leading spring colors and let that 
act as your dominant note. Build up either your 
symphony or fox trot around it and use ‘contrast 
of color, contrast of tone, contrast of proportions 
and of fabrics. 





NOVEL WINDOW DISPLAY 

A novel reproduction of New York harbor, with the 
Statue of Liberty and other parts made of lard and suet, 
recently attracted much attention while in the window of 
Leitner Brothers Market, Elgin, I!l. This display was the 
work of John Heister, an employee of the market, who 
has distinguished himself on previous occasions by _ his 
clever and attractive displays. 
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Chicago affords the most complete Display Equipment and Decora- 
tion Market in the World—Time and money may be saved, and the’ 


best that decorative genius creates can be obtained in Chicago at 
prices that cannot be duplicated—quality considered. 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


L. BAUMANN & CO., 
357 West Chicago Avenue 


‘Artificial Flowers—Display Decorations 


THE BODINE-SPANJER CO. 
1160 Chatham Court 


. Distinctive Display Decorations 


BOTANICAL DECORATING CO. 
319-27 W. VanBuren Ave. 
Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
664 W. Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1114 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE HECHT FIXTURE CO. 
620 Medinah Building, Wells and Jackson 
Everything in Display Fixtures 


HIGH LUSTRE PLUSH CO. 
1757 North Central Park Avenue 
Plushes, Velours and Display Fabrics 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Avenue 


Show Card Boards, Mat Board, Cut-Outs 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


Endorsed by most critical and discerning displaymen-and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright 1924 by The Display Publishing Co. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 
Top Left by Paul Kusebell, Lew Hubbard Company, Kalamazoo, Mich.; Top Right by Bob Hanson, Gillons-Nelson 
Company, San Diego, Calif.; Center, Upper Left, by F. J. Elsaesser, Buffums, Inc., Long Beach, Calif.; Cemter, 
Upper Right by Bert A. Smyser, The Stone-Fisher Company, Tacoma, Wash.; Center, Lower Left by C. M. 
Shrider, A. E. Starr Company, Zanesville, O.; Center, Lower Right by. Andrew Matzer, F. & R. Lazarus Company, 
Columbus, O.; Bottom Left by Arthur V. Fraser, Marshall Field & Company, Chicago; Bottom Right by Andrew 
Hopkins, Gimbel Brothers, New York City. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 
Top Left by Theo. A. Wallach, Burns & Grassie, Chicago; Top Right by G. Gordon Myers, Rollman & Sons, 
Cincinnati; Center Upper Left by S. Friedman, Augusta Friedman Co., Birmingham, Ala.; Center, Upper Right 
by William Vogt, B. F. Dewees Company, Philadelphia; Center, Lower Left by Harold L. Braudis, Meekins, 
Packard & Wheat, Inc., Springfield, Mass.; Center, Lower Right by W. R. Harre, Maas Brothers, Tampa, Fla. ; 
Bottom, Left by H. H. Tarrasch, Stix, Baer & Fuller Company, St. Louis; Bottom Right by Eugene Cowgill, F. G. 
Clayton Company, Detroit, Mich. 








THE DISPLAY WORLD 


Make The Picture Tell The Story — 


National advertiser points out faults in ‘distribution "of “window 
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material to dealers and urges abolition of meaningless displays 


By W. C. KIRBY | 
Manager Trade Service Dept., E. R. Squibb & Sons, New York City 


HAT more familiar advertising is there 
than that series usually depicting a man 
or woman in apparent severe physical dis- 
tress and badly in need of the advertised 

product to bring that dispositioned organ of the body 
back to the path of righteousness? The slogan “Every 
Picture Tells a Story,” is usually tacked to the bottom 
of each advertisement. I would like to borrow that ad- 
vertiser’s clever slogan as I think it tells my story 
better than a thousand words. — 

When somebody has a particular grievance against 
the world these days, he usually calls together some 
sympathetic friends and starts a.“‘movement,” so I am 
going to start a movement and, call it the “Association 
for the Abolition of Meaningless Displays.” The slogan 
for this néw organization will be a revision of the one 
mentioned above—“Make the Picture Tell the Story.” 

In recent years retail stores, especially drug stores, 
have been deluged with material from national adver- 
tisers for trimming their windows. This condition 
has at least accomplished one good thing, for it has 
brought about a much higher type of display material. 
A druggist in the West recently stated that he received 
on the average, twelve large and complete displays 
every month. Out of these only one or two were used ; 
the ten remaining being relegated to the scrap-heap. 

This supply of advertising material seems. inex- 
haustible and is increasing daily. As Mr. E. E. Calkins 
said in a recent article: “Advertising is gradually 
reaching the same problem that will confront the auto- 
motive industry. In the early days it was a question 
of whether the automobile would run, but today the 
motor car is hard put to find a place to run on. Ad- 
vertising is almost at the same point—not whether it 
sells goods, but where to park the advertisement.” 

Take, for instance, the case of this particular drug- 
gist who received twelve displays—two of which he 
used. Which two would he be most likely to select? 
His choice would probably be based upon either of two 


reasons—the product is nationally advertised ‘and is. 


well known, or it is one for which he has a steady de- 
mand-and received a good profit on. But, if it so 
happened, as it often does, that at least three or four 
of the products he received display material for have 
the same qualifications, he would probably pick the dis- 
play that was most attractive and most interesting. 

A number of national advertisers realize this and 
are constantly improving their window displays, 
knowing that they are up against strong competition 





for window space. In order to secure a showing of 
their material they must make a display that will not 
only eclipse those of their competitors, but one that is 
as good, if not better, than every manufacturer who 
sells that retailer. As far as window displays are con- 
cerned, all manufacturers, regardless of what product 
they make, using the same retail outlet, are in strong 
competition for window space. 

Although the advertising material supplied by na- 
tional advertisers is on the upward trend, both artis- 
tically and advertisingly,” there is still an enormous 
amount of material being distributed that is scarcely 
worth the postage paid for shipment. This may sound 
strong, but when the wastage through non-use by the 
retailer and the weak and ineffective work these dis- 
plays do when actually used, is considered, it will not 
seem to be exaggerated. 

Window display advertising is still in “knickers.” 
It has grown considerable, but is yet far from achieving 
such importance as to receive the attention of national 
advertisers on an equal basis with the “recognized 
mediums,” such as newspapers, posters, etc. Window 
displays have always been an advertising orphan; ad- 
vertising agencies, lithographers, brokers and manu- 
facturers, all, having had a hand in the creation and 
production of window display material, Its value was 
really:a matter of conjecture until recently., That win- 
dow displays also had circulation, both “quality” and 
“mass,” by which the other mediums guage their 
power, was not tested until a few months ago. ~ 

A gesturing finger is all that is needed to secure 
voluminous data and statistics on the so-called recog- 
nized mediums; but it is a very difficult matter to se- 
cure specific and accurate information on window 
displays. The reason for this, of course, is most ob- 
vious to every person who has been in contact with win- 
dow display advertising. This condition, however, is 
rapidly changing. The newly organized Window Dis- 
play Advertising Association has taken the orphan 
under its wing and the recent convention of this fine 
Association at Cleveland showed that impressive 
strides have been made towards a better appreciation 
of this advertising vehicle. 

At this convention of the association some member 
aptly stated that the average retail dealer was not “win- 
dow conscious,” meaning, of course, that retail stores 
have not as yet, come to a full realization of the value 
of their windows. This may be true to a certain ex- 
tent but the phrase could be just as accurately applied 
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This display blocked 
sidewalks and 
stopped thousands of 
people in front of the 
Louisville Post, T. 
P. Taylor. & Co., 
and the Gayety The- 
atre, Louisville, Ky., 
for weeks and IS 
STILL DRAWING 
THE CROWDS! 


American History 


Designed and Sculptured by Melvin Myers 
and Wickliffe Moore 


Copyrighted by Myers Display Service, 
Louisville, Ky. 


An exact reproduction in relief, miniature 
figures of the trapping of Floyd Collins in 
Sand Cave, Ky. This reproduction framed 
and accompanied by photographs, show cards 
and other attention compelling data. 


Display Modeled by 


Most Marvelous Crowd-Drawing Window Display in 


CROSS SECTION RELIEF OF SAND CAVE 





This display for 
‘more than two 
weeks held crowds 
on the sidewalks in 
front of the Brother- 
hood of Railway 
Clerks’ National] 
Bank, Cincinnati, O. 
and kept officers 
busy clearing a pas- 
sage for pedestrians! 














Myers Display Service 








FOR EXCLUSIVE SALES RIGHTS, PRICES, INFORMATION 
WRITE—WIRE—PHONE 


Window Display Installation Bureau 


42 Pickering Building Long Distance Telephone: Main 1083 Cincinnati, Ohio 






























GEORGE SCHMIEDEL 


Manufacturer of 


Georgian Silk Plushes 





FOR WINDOW DISPLAY 
AND : 
ALL DECORATIVE PURPOSES 


NEW YORK OFFICE 
50 Union Square 
(N. E. Corner 4th Ave. and 17th St.) 


CHICAGO OFFICE 
1757 N. Central Park Ave. 
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Do You Get 
Advertising Punch 
Into Your Show Cards? 


Read SIGNS OF THE TIMES every month 
for latest ideas and information on show cards 
and show card advertising. 


Take a look at the contents of the March issue, 

for instance, which carries among others the follow- 

ing exclusive features: 

Whole Generally Accepted System of Learning 
Seems Backwards. By H. C. Martin. 

Who Should Enter Show Card Writing Field, and 
Why? By Albert A. Senft. 

Correspondence Student Profits from Course. By 
C. C. Cameron. 

Meeting the Store’s Demands for Show Cards. By 
Joseph F. Fitzner. 

Shadowland’s Sign Artists Are Sent on Scenes to 
Get Atmosphere. By G. B. Spurgeon. 

Window Show Card Should Be Key to Display. By 
Ellwyn McEachnie. 
Emphasis in Illustration a Vital Factor in Effective 
Advertising Appeal. By Stanley G. Breneiser. 
Broad Nib Pens Very Valuable Where Uniform 
Stroke is Desired. By Carl Lars Svensen. 
Broadening the Scope of the Cardwriters’ Field. By 
Lewis G. Bowlds. 

Forceful Lettering Made Easily With Aid of Air 
Brush. 

Process Displays Popular at Dealer Tie-Ups. By 
Charles A. Thien. 


Polychrome Window Screens Product of Sign Studio. 
By J. N. Halsted. 


Decorative Design Ornaments. By J. N. Halsted. 




























$3.00 Will Put You on the Subscription List 
for a Full Year. 


SIGNS OF THE TIMES 
CINCINNATI, OHIO 


Publisher of Standard Books on Show Card Writing, 
Lettering and Art 


March, 1925.. 


SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
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to national advertisers and to advertising agencies. 
Months of careful planning by experts in the advertis- 
ing field results in the advertisements we see today in 
magazines, posters, car cards, etc.; but window dis- 
plays, unfortunately, are generally considered as an 
afterthought. The designing and creation of window 
displays is too often left to the lithographer’s artist 
or some small commercial art man. If the same 
thoughtful consideration given to magazine advertise- 
ments was applied to the production of window effects, 
a large portion of the meaningless displays would be 
eliminated. 

The national advertiser, lithographer, or artist, who 
has in hand the creation of the display, must realize 
that he is given one of the best mediums in the ad- 
vertising field tell a graphic story. He has the same 
opportunity as in poster advertising but he also has 
the added advantage of being able to add interesting 
cutout effects to the picture and give it the third di- 
mension. 

When a copy writer is preparing text for a magazine 
or newspaper, he tries to paint with words a certain 
picture which will arise in the reader’s mind when the 
copy is read, but as a certain old Chinese proverb says: 
“A picture is better than ten thousand words.” Wit- 
ness, for example, one of N. Rockwell’s paintings on 
the front cover of the Saturday Evening Post. His 
pictures really live and they certainly can tell a story 
more vividly than one in the words of Ben Ames 
Williams. When I see a window display bearing the 
magic signature of Rockwell I will be tempted to feel 
that window displays have reached their Utopia. 

I hope that I am not leaving the reader with the 
impression that the window display business is rapidly 
descending to the everlasting bow-wows. I have no 
such thought, for I really believe that the window dis- 
play material now being supplied by national adver- 
tisers has improved one hundred per cent over material 
supplied a few years ago. National advertisers’ ma- 
terial is moving forward and the retail dealer must 
prepare himself to move with it. He must use every 
advantage the advertiser gives him in these creations. 

A number of window displays now given to the 
retail trade are equipped with simple but effective de- 
vices for attracting attention. All the dealer needs to 
get the benefit from these added attention-getters is to 
plug in an electric socket, and yet the writer knows 
that of all the window displays of this character dis- 
tributed by his own company there is a very small per- 
centage used by dealers. Probably the cost to the 
dealer for electric current would be so small that it 
would be hardly worth considering and still they are 
seldom used. 

Perhaps the dealer needs education and that he does 
not realize that window displays are improving and in 
order to reap every display benefit from them he must 
take advantage of all these new improvements. The 

(Continued on page 47) 
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PREPARED 
ASPARAGUS 


New Process 


Will not fade or 
drop its needles. 


Prepared in natural 
green. 


Every spray has a 
perfect tip. 







Ask for samples 
and prices. 








































». SHORT —18T022 INCHES MEDIUM -24T0 28 INCHES - LONG-30 INCHES {AND UP 





PREPARED OA 
ing cn nmin THE KERVAN CO. 


Prepared Palm leaves, Prepared Cycas leaves, 19 W t 
Prepared Cocoanut leaves. Grass Mats, Uva 119 West 28th St. 
Grass, natural, green dyed, and metallic two- NEW YORK 
tone colors. 
And many other items for decoration. Wholesale Jobbers Manufacturers 
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Let us help plan your Window Displays 


OUR SHOW WINDOWS are the most valuable 
ber in your store. When effectively decora- 
ted they attract customers, they help to sell your 
merchandise. 


Dennison maintains a free window display ser- 
vice to help you in the preparation of appealing 
displays. Send us the necessary details — size of 
windows, goods you care to feature, and season— 
and our experts will send you sketches and sug- 
gestions FREE OF CHARGE. 

Ask also for the book, “Some Lessons in Win- 
dow Decorating,” which gives harmonious color 
combinations, tells how to make tubes, rosettes, 
streamers, strips, and explains other economical 


A window display planned in the Dennison Studio. and effective crepe paper decorations. Mail the 
Dennison crepe is used for background decorations. coupon at once. 
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DENNISON MANUFACTURING CO. } 
Dept. 46-C Framingham, Mass. | 
| 
| 





Gentlemen: Please send me a copy of your free book, “Some 
Lessons in Window Decorating.” 
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Sales Promoters Hear Display Facts 


Jerome Koerber, John Cronin and Tony Sarg address annual meeting 
of National Retail Dry Goods Association in New York City 


By WILLARD D. HART 
New York Correspondent, The Display World 


OR the first time, the display profession 
was given a place on the program of the 
annual convention of the National Retail 
Dry Goods Association when Jerome A. 

Koerber, display manager, Strawbridge & Clothier ; 
John J. Cronin, display manager, L. Bamberger & Co., 
Newark, N. J., and Tony Sarg, artist and inventor of 
marionettes, spoke in the sales promotion group at the 
last convention, in February. 

That the display profession is growing more and 
more in importance and in the eyes of the merchant is 
illustrated in the above facts. 

It is interesting to state that the speakers brought 
to light some very vital facts, and their talks were re- 
ceived with much applause by the audience, which in- 
cluded, for the most part, advertising and sales promo- 
tion managers and many merchants themselves. 

“The ideal display is one which not only gives a 
picture of gala beauty, but suggests uses for the article 
and thus creates a desire for ownership,” Mr. Koerber 
said. “Certainly sales are the chief aim of any mercan- 
tile establishment, and sales promotion is best accom- 
plished through this very practice of ‘putting your best 
foot forward.’ 

“One of the most direct and effective manners of 
accomplishing this desirable result is through the me- 
dium of display. This medium is recognized the world 
over, and is practiced by every worthwhile merchant ; 
particularly in recent years it has become so general 
that the smallest merchant, no matter what he sells, 
practices display advertising, primarily because, in many 
cases, he cannot afford any newspaper publicity. 

“Consequently, he concentrates all his best efforts 
on displays, both in show windows and the interior. 
This is particularly true in community stores and in the 
smaller specialty shops. 

“Selling through display, whether it be in the show 
windows or within the store itself, depends for its suc- 
cess upon the appeal to the sense of sight. That this 
appeal is stronger than any other form of advertising 
can hardly be questioned, for, no matter how strong an 
imagination a person may possess, a written advertise- 
ment cannot give as full an idea of an article as the 
sight of the article itself. 

“Take, as an example, a display of lace. The man- 
ner in which it is combined with other materials may 
suggest a use far more eloquently than the best worded 
phrases. This is true of displays both in the show win- 
dows and in the interior of the store. In the latter case 





the results are more direct, for the suggestion comes at 
a time when the prospective customer is in a receptive 
mood, as he or she is usually in the store to make or 
consider a purchase of some kind. 

“T have found that the salespersons themselves can 
profit by keeping their stocks in an orderly fashion, as 
it not only gives the best possible impression of that 
particular department, but it also gives better control of 
their stock. In all cases where salespersons are taught 
to display their merchandise to best advantages the 
decorator should ,of course, have complete control in 
the matter of color schemes and arrangements. 

“In keeping their merchandise in order the sales- 
person is promoting two important results—increased 
sales (which are bound to result) and appearance of 
department, for the first law of beauty is order. I do 
not believe that any display department can approach a 
high degree of efficiency if it is isolated and unsup- 
ported by the other units of the sales promotion force. 

“Four principal units in the promotion of sales are: 
The sales manager, the advertising manager, the display 
department, and the heads of the individual merchan- 
dise departments. The link between these four cannot 
be too strong, as they should co-operate to the utmost 
of their ability in all matters. 

“While this co-operation must be complete, there is 
a danger to be avoided. Care should be exercised that 
the display department is not hampered to the point 
where it is no longer able to stand on its own legs. For 
example, while it is not only proper, but desirable, to 
suggest to the head of the display department a pre- 
dominating color or style indication which may origi- 
nate from another quarter, yet the manner in which that 
particular merchandise can best be displayed should 
rest with the displayman alone, provided, of course, 
that the displayman has the necessary artistic and com- 
mercial qualifications. 

“The heads of departments should aid this scheme 
by seeing that the decorator is furnished with merchan- 
dise which best fills the requirements for the event or 
occasion. Then the advertising department functions, 
and the whole group accomplishes the desired result— 
an increase of sales. 

“Co-operation within these various groups is, of 
course, essential to the general success. Great care 
should be exercised to avoid stifling the individualism 
of the separate units comprising these groups. 

“There is one feature of the display profession 
which, I regret to say, is growing more noticeable year 
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by year. That is the lack of a source of supply of 
material to be developed into displaymen. 

“A commercial education is essential in the making 
of a good decorator, as well as an artistic education or 


instinct. A decorator may possess the aesthetic ability. 


necessary and not have a commercial training of any 
kind. No doubt beautiful results may thus be accom- 
plished, but only too often the result would be too 
costly, and,’ although the effect may be one of great 
beauty, the display may fail to convey the real story 
desired. 

“I do not doubt that many of the future leaders of 
the display profession are in the art schools of today, 
or perhaps in the departments of some mercantile estab- 
lishments, with an inborn instinct of: beauty. Both of 
these groups must be trained, however, in order to be 
fully qualified. That is, the department store man, 
although he possesses a thorough knowledge of mer- 
chandise, its utilities, values, etc., must gain a high 
aesthetic standard, and the man with an artistic educa- 
tion must be taught merchandise uses, values, etc. 

“There are some simple elements which must enter 
into every successful display. First, there must be a 
thorough knowledge of the utility or usage of the mer- 
chandise to be employed. Whatever articles are selected 
must be studied to learn their utility, the proper manner 
of display and the necessary accessories and _ back- 
grounds suitable for them. So it may be seen that the 
ideal display is not only one which presents a picture 
of great beauty, but suggests the different uses for the 
article and creates thereby a genuine desire for owner- 
ship. 

“Tn the case of the show windows, it has been aptly 
said that they are the mirrors of. the store itself, and 
each article displayed reflects the character of the store. 
This being the case, it may easily be seen that too much 
care cannot be given to see that the window tells the 
proper story. 

“There are three principal points which go to make 
up a display of any kind: 

“The first—and a very important one—is the ele- 
ment of color. It may be a solid color, if a new color 
is the story to be conveyed to the public. Again, it may 
be a combination of colors, but, in either case, greatcare 
should be exercised here, for, remember, color is one 
of the greatest magnets to the average person. 

“Secondly, the make-up of the window ; that is, the 
new garment may be featured, or there may be a par- 
ticular predominating style which is to be brought to 
the attention of the public, or some material which is 
new either in weave or design. In this case the article 
itself becomes the main story, but color must be good, 
although subordinated. 

“The third factor is the element of design or ar- 
rangement. Under this heading come the backgrounds, 
accessories, etc. This is a danger point, as it is an easy 
matter to let backgrounds, etc., overshadow the mer- 
chandise, and the story of the window becomes one far 
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From page | to page 37 you 
will find it brimful of deco- 
ratives that will do what 
you want them to do— 
SELL—and, though distinc- 
tive and effective, you will 
find the designs shown are 
NOT expensive. This book 
is illustrated in full color 
and is free. Better write for 
it now. The sooner you 
have it in your hands the 
sooner you will profit. 
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You Will Want 
Our Catalogue 


Art Fontaine 


Exposition Company 
10714 N. Main Street 
Los Angeles, Calif. 
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different than was originally intended. 

“The displayman should never be through studying, 
and it is noticeable that the most successful displaymen 
of today are ardent students, willing to exchange ideas 
with others, whether they be old or young in the busi- 
ness.” 

The first essential in getting the best results from 
display is for the store to establish a definite display 
policy, John J. Cronin, display manager of L. Bam- 
berger & Co., Newark, told the group. This policy 
should be clearly understood by the advertising man- 
ager, the display manager and all executives of the 
store, should be adhered to consistently and steadily, 
through times of prosperity and through times of de- 
pression. 

Too frequently, said Mr. Cronin, there is no definite 
policy for display established in the store, and all too 
frequently, in such cases, buyers seek to take selfish 
advantage of this, without regard to the best interests 
of the store as a whole. . 

Through the definite display policy established by 
Bamberger’s some years ago, Mr. Cronin related, the 
store has been able not only to sell itself to the public, 
but to achieve a definite plan of trading up. 

Tony Sarg, noted artist and creator of marionettes, 
in telling of the work he has done in making window 
displays for stores, pointed out that the interesting and 
important things about the display is not only to have 
an attractive display, but to have it move. A moving 
object, he declared, is what draws the greatest attention. 





LANSING TO HOLD SPRING WINDOW NIGHT 


Annual Spring Window Night of Lansing, Mich., will 
be held March 20, it was decided at a recent meeting of 
the Merchants’ Bureau of the Chamber of Commerce. A 
committee, headed by F. ‘E. Baker, is working out plans 
for the semi-annual event, which it is expected will follow 
similar lines to that of last fall, when stores were classified 
and awards offered in each class. 





PLAN SPRING FESTIVAL AND OPENING 
Plans are being made by members of the Arcade Co- 
Operative Association, Atlanta, Ga., for the staging of a 
spring festival and opening the latter part of March and 
early part of April. Many prizes are to be offered for 
the most attractive window displays. 





CLASS FOR DISPLAYMEN OPENED IN PITTSBURGH 


Answering the demand for more window displaymen in 
Pittsburgh and neighboring cities, the East Liberty Y. M. 
C. A. recently opened a class for window decorators. This 
class will give men now engaged in that work a chance 
to shorten their period of service in learning, and will give 
the department stores of the city trained men in a shorter 
time. 

Department store statistics show that more than $500,- 
000,000 is being spent annually in the United States in the 
decoration of show windows. An instructor in interior and 
window decorating has been engaged by the “Y” officials 
and he will demonstrate successful blending of colors, light 
shading, draping, show card writing, and-all other branches 
of the art. 
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Greatest Convention Indicated 


All exhibit space sold and many hotel reservations 
made—Entertainment plans extensive 


By B. A. RAINWATER 
Convention Director, St. Louis, Mo. 


HE greatest, most lively, keenest convention that the 

International Association of Display Men has held in 
its 28 years as an organization, is the forecast of H. H. 
Tarrasch, chairman of the Exhibit Committee for the meet- 
ing to be held at the Hotel Chase in St. Louis, June 15, 16, 
17 and 18. This prediction has been conservatively made 
when the unprecedented sale of exhibit space and the large 
number of hotel reservations already received are con- 
sidered. 

Every exhibitor is enthusiastic about the well laid out 
floor plan of the exhibit hall, for it is so arranged that all 
convention visitors must pass each booth to reach the 
assembly and demonstration rooms. [t will be as a trip 
through a displayman’s paradise to start at booth No. 1 
and view the gorgeous decorations, the spangled drapes, 








Jefferson Memorial, One of the Many Interesting 
Buildings in St. Louts 


the life-like mechanical contrivances. As you pass on and 
on by each display you will be amazed by the splendor 
of it all. 

Special displays for this convention are being manufac- 
tured by many of the exhibitors to surpass anything ever 
attempted at any previous convention. Several have already 
visited the Hotel Chase to ascertain the exact location and 
to get detail measurements of the space in which they 
will exhibit. 

After a trip through the exhibit hall you will find your- 
self in the demonstration hall, the finest arranged of any 
that the association has ever had. Three full-sized display 
windows are being constructed along the latest and newest 
ideas in window construction. The exhibit of photographs 
will be a special feature of this convention, and all classes 
of the contest will be displayed on new Multiplex fixtures. 
As the photograph exhibit room is located near the as- 
sembly and demonstration hall the photo contest is to be a 
big feature of the meeting. 

Don't forget that you are coming to a wonderful city 
when you come to St. Louis, and its central location should 
attract the greatest attendance in the history of the or- 
ganization. The Chase Hotel, where all meetings will be 
held, is on the outskirts of Forest Park, one of the most 
beautiful of its kind in the United States. 

Gét ready to come to St. Louis. The local displaymen's 
association and the St. Louis Convention and Publicity 
Bureau are working hard to make this meeting a tremen- 
dous' success. ‘If you miss it, it will be a lifetime of regret, 
so make your plans immediately for the .“great” convention. 


THE DISPLAY 





WORLD 


31 





Furniture 


and 


Novelties 


for 
Window 
Display 








We specialize in Framed Mirrors, Con- 
soles and Chairs for Display Rooms, Mil- 
linery and Gown Shops. 


DAVID VAN BLERKOM CO., Inc. 


Department “D” 


113-115-117 West 17th Street, 
New York City 
Established 26 Years. : 








A PRESSING NECESSITY! 


SERVICE 


for ‘installation of 


Window Displays 


| for 


_ National Advertisers 





LOCAL ASSOCIATES 

ONE CONTRACT covers service in a large 
list of cities 

SIGNED receipts 

WEEKLY reports 

ADVERTISERS relieved of detail work 

DISPLAYS all go in 

No WASTE! 





FULL INFORMATION ON REQUEST 





_. Window Display Installation Bureau 
42 Pickering Bldg., Main and 5th Streets 
Cincinnati, Ohio 


3. GEORGE ALTMAN, CLYDE P. STEEN, 
‘lee President Secretary 
Columbus, Ohio Cincinnati, Ohio 























32 THE DISPLAY WORLD 





Sy, 


- Something In Reserve Great Asset 


Attendance at annual convention of displaymen and careful study of 
: trade journal declared best means of keeping ahead of work 


By JOSEPH H. MARSHALL 
Display Manager, Boersma Company, Chicago, Ill. 


URING the last few weeks a number of 
letters have been receiyed from all parts 








of the country, especially from the 
smaller cities, asking what makes a 
good displayman. There are many points that must 
be, considered, but, without a doubt, the most im- 





portant one is to have something in reserve 
something stored away that will always keep you 
just a little ahead of your work. 

“Something in Reserve” has been my slogan 

for many years, and it has doubtless been the prac- 
tice, if not.the motto, of every successful man since 
ithe earliest ages. It is very easy to imagine that 
ieven in the Stone Age the leader was the man who 
had something in reserve; a bigger and sharper 
stone, perhaps, hidden away’ from his fellows. 
- A very prominent displayman recently told of 
his start in acquiring “something in reserve.” After 
returning from the World War he found employ- 
ment in one of the big stores selling clothing, and 
while selling was not a bad game, the display end of the 
‘business appealed to him as one with greater opportu- 
‘nities. 


ARO TEEN 


Following repeated requests he was given per- 
mission to help out in the display department dur- 
ing the noon hour and his spare time. He was, 
however, only allowed to do the odd jobs, but he 
studied the business very carefully and soon man- 
aged to pick up some wonderful ideas on display 
At night he could be found mastering the finer 
points of show card writing. 

After two years’ study he asked for a perma- 
ment position in the display department, explaining 
that he had been studying and knew that he could 
do the work. His employer was incredulous and 
took the time to look up his record while he had 
been with the store. The findings were surprising 
and he was not only transferred, but was made first 
assistant display manager. At the end of the first 
year he was promoted ‘to the managerial position. 

The secret of his success is an open one. He 
never lost time early or late, and was always ready 
with the right idea. He had mastered the art of 
display,.and, therefore, always had something in 
reserve. 

(Continued on page 43) 





One of Mr. Marshall's Attractive Displays of Silk Neckwear With Artistic Centerpiece Arrangement. 
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Fifth Avenue has but recently 
gone through the celebration 
of its one hundredth birthday 
with colors flying and window 
displays that have caught the eye of even the tired 
business man. The street is never lacking in ele- 
ments of the picturesque, either in its kaleidoscopic 
human throngs or in the brilliant colors of its 
fashion showings. 

The yellow globes which the city authorities 
placed on the street lamps, and the flags floating 
the length of the thoroughfare, were the most 
minute evidences of the anniversary observed on 
this fashionable avenue of world-wide fame. Dis- 
playmen vied with one another in the creation of 
special window displays and store fronts commemo- 
rating the event, the Fifth Avenue Association 
offering a prize for the best display. 

What is the difference between Fifth Avenue 
and Main Street? Why does the name “Fifth 
Avenue” stand for all that is beautiful and of the 
first rank, in its claim, while “Main Street” carries 
in its suggestion the reproach of humanity in the 
rough—this discrepancy between polish and raw 


Many Possibilities 
in Celebration of 
Store Anniversary 


manners? 

It ‘is only a story of association—of custom. 
With Fifth Avenue the world has learned to expect 
the last word in progress and elegance, but with 
Main Street a rural primitiveness that is a bur- 


lesque of the sophistication of the boulevards. The - 


Main Streets of many American towns have de- 
veloped to a point where they now rival in splendor 
that of Fifth Avenue, with its decorative name. 
Celebrations similar to this one could be held 
just as easily and successfully on State Street in 
Chicago, Euclid Avenue in Cleveland, Whitehall 


Street in Atlanta, or on any of the thousands of 
Main Streets in cities and towns all over America. 
Many have already been held in which the display- 
man has taken an important, if not a leading, part 
in their success. 

A great many others might have been had the 
merchant and displayman but realized the oppor- 
tunity that was theirs for capitalizing the greatest 
occasion offered—the store anniversary. In many 
instances there are retail stores older and far more 
important than the streets themselves. A “First 
Anniversary,” “Golden Jubilee” or “Centennial 
Celebration” would not only prove profitable as a 
special sale background, but would rank for years 
to come as a leading civic event. 


— 





There is usually a word which 
expresses a thought more ex- 
actly, concisely and correctly 
than any other word. The 
Engl'sh language is, indeed, full of synonyms, yet 
between many synonyms there is just a shade of 
difference which makes one more suitable than 
another. Custom has led many of us into the care- 
less and incorrect use of words. 


Good English in 
Display Cards of 
Prime Importance 


There are many good display directors who 
enjoy a good lecture or a well-written book, who 
find real pleasure in reading good English where 
the thought passes from the printed page to the 
reader’s mind easily, with every shade of meaning 
clearly expressed, yet these same men permit the 
text of their window cards to be clumsily worded, 
hard to read, often even failing to convey the de- 
sired thought. 

While the reader of a display card may not 
analyze the construction, while words used may 
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carry a general impression of what is intended to 
be said, yet through the careless use of language 
an otherwise good card may lack interest, or force, 
or conviction. 

Two groups of cards came to the attention of 
The DISPLAY WORLD recently which clearly 
illustrate just what should not be done. The first 
was an amateurish attempt to coin words and 
phrases resulting in clumsy and doubtful of mean- 
ing expressions. The other made use of several 
words, the actual meaning of which were appar- 
ently unknown to the writer. This is a very dan- 
gerous practice, for, granting that he does not 
know the exact meaning of a word, it is surely 
conceivable that many of those who view his dis- 
plays and read his cards will be better informed. 

A little more knowledge, a little more thought, 
a little more patience, and the improvement in our 
show cards will be well worth this trouble. 





Artificial light, until less than 
twenty years ago, was thought 
of as something to be used 
only when daylight failed. Ex- 
cept in mines, tunnels and other subterranean places 
the function of artificial light was to extend the 
“day” somewhat. But the great increases in the 
luminous efficiency of light sources which have 
been achieved within the present century have radi- 
cally changed this viewpoint. 

Many stores, offices and factories in our cities 
use a great deal of artificial light during their oper- 
ating hours regardless of the daylight conditions 
outdoors. Of course, on sunny days less artificial 
light is needed in most of these places than on 


Daytime Lighting 
Increases Display 
Effectiveness 


cloudy days. 

The show window, however, is a place where the 
contrary is generally true. All are familiar with 
the annoyance of bright images of exterior sur- 
faces reflected from the glass in show windows. 
These often cause such a veiling brightness that 
the display can not be seen satisfactorily from out- 
doors. The brighter the objects, the brighter are 
the reflected images; therefore, the conditions are 
particularly annoying on a bright, sunny day. 

An article in a recent issue of the Electrical 
World reviewed the advances made in the illumina- 
tion of show windows by all manufacturers of 
lighting equipment to eliminate bothersome day- 
light reflections, in which was said: 

“A practical solution is to illuminate the dis- 
play by means of artificial light to an intensity 
which will make its brightness so great as to ren- 
der the brightness of the reflected images of the 
exterior surfaces negligible. It is readily seen that 
if the display and its background possess high re- 
flection factors, less artificial light is needed than 
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if they are of low reflection factor. The intensity 
of artificial illumination necessary, as has been 
pointed out, depends upon various factors. It must 
be of the order of magnitude of 100 to 500 foot- 
candles and somtimes even greater. 

“Such installations are in existence, and it is 
likely that they will rapidly increase in number. 
Show windows are an important factor in mer- 
chandising, and merchants can not afford to have 
them ineffective when they can be made effective 
by reasonable expenditures for artificial light.” 





“And while he was dead—” It’s 
true that most of us are “a long 
time dead,” but there is no ex- 
cuse for being so any longer than 
is necessary. Some people have the habit of dying 
periodically. It is a bad habit. Friends get tired 
sending flowers, and, after a time, they neglect it. 

Actual, physical death may be either tragic or 
beautiful, according to the philosophy and point of 
view of the person. But, unfortunately, all the 
dead ones aren’t under the sod. With such dead 
ones, it is all tragedy—the tragedy of death in 
ideals, purpose, interest, and all that goes to make 
life worth while. 

While you are dead, whether above or below the 
ground, the world goes on, and all that is beautiful 
in mind and matter is rolling past in an endless 
procession. Missing the parade is bad enough 
when it can’t be helped, but voluntarily allowing 
oneself to die and miss some of it unnecessarily 
is inexcusably absurd. Even the law recognizes 
suicide as a crime, but, unfortunately, the law can 
only recognize physical death, which, as suggested 
above, is only one kind. 

Death may be represented by an office chair, 
the golf link, a card table, or a lawn mower, as 
well as by a coffin. The last is the least to be 
feared, and the only one that cannot be avoided. 


Premature and’ 
Periodic Death 
Bad Practice 





It is comparatively easy to 
arrange displays that will 
please the average merchant, 
who knows little or nothing 
of the principles of display and the salient selling 
points of it. It is not so easy to plan and execute 
one that will make the average passerby stop, 
study and decide to purchase. 

Too many displaymen are content with pleasing 
their employer and following the course of least 
resistance rather than presenting the merchandise 
in a manner to attract attention, compel interest 
and arouse the desire to possess, which steps are 
the required preliminaries to the will to have. 


Display Ideas of 
Average Merchant 
Not Always Best 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, ) 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 














“Lee Knows Wisconsin” 


Displays installed, par- 
cel delivery, samples 
and coupons carefully 
distributed. 


Srerceiveryy 
onnsinaiiie Co “lie 
325 14th St. Milwaukee 


Specializing 
) 
inwindow end 








A Complete Window Display Service for National Advertisers 


. COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


LOUISVILLE, KY. 


New Albany and Jeffersonville, Ind. 
Sales Producing Window Installation for 
Local and National Advertisers 
MYERS DISPLAY SERVICE 
F. O. Box 431 Louisville, Ky. 








THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 


Complete Window Display Service for National 
j Advertisers in 


St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points, 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND?” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
Four Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa. 


PIEGEL’S SILK SCREEN STENCILS 








ILK We make stencils from your sketches. 
Exact reproductions in any size. Our 
CREEN Stencils have no pin-holes and do not 


peel or crack. Equipped to fill and ship 


TENCILS orders to all parts of the U. S. Send 


trial order—it will convince. 
INCE 1907 HERMAN SPIEGEL 


The Photographic Way 261 Livingston St. Brooklyn, N. Y. 


J.D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 





Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 





JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 


BOSTON, MASS. 
and Vicinity 
EASTERN WINDOW DISPLAY CO. 
537 Shawmut Ave., Boston, Mass. 
Guaranteed Window Display Service and Distribution 
for National Advertisers 
Associate of Window Display Installation Bureau 











If we can 


Bi 
' show a man | 
@ what we 
have done— 
chances are 
he’ll want us 


to do some- 
WAEYOP VM PS WMLOIA ES) thing for 
Putting Ideas into Picture Form” im, 
METROPOLITAN TOWER. I 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 


A National Window Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


B. Harry Statter, President 


BOSTON 


And New England—4200 Locations Available 
“WINDOW DISPLAY AND DISTRIBUTION” 
UNIVERSAL WINDOW DISPLAY SERVICE 
OF NEW ENGLAND 
1296 Washington Street Boston, Mass. 


NORFOLK ( ar¢Siric port) VIRGINIA 
DIRECT WINDOW DISPLAY INSTALLATIONS 


In Norfolk—Ocean View—Virginia Beach—Portsmouth 
Newton Park—Berkley—Suffolk—Newport News and Hampton 
Guaranteed Service for 
LOCAL AND NATIONAL ADVERTISERS 
LOUIS DIEBNER 
127 Granby St. P. O. Box 1126 Norfolk, Virginia 


NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 
A national Display Service for installation of up to 


500 sales producing windows in St. Paul and 
Minneapolis. 


B. J. Millward, Manager 











A. S. FELDER 
24 Years Originating and Featuring Displays 
' WINNER OF 50 PRIZES ; 
New York Specialist on Booths for Expositions 
Unit Displays for National Advertisers 
256 West Mth Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 





WINDOW-BOOTH-FLOAT 


- xk , e DISPLAYS 
Specialists to Druggists and 
| DISPLAYS National Advertisers 


Sece Meacnanose Best Locations Available 


190 N. State Street Chicago, Ill. 





ANDRADE DISPLAY SERVICE 
118 No. LaSalle Street Chicago, Ill. 


Locations - available in Chicago and= suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 





WORSINGER WINDOW SERVICE 
124 West th Street New York City 


Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5.00 
monthly in advance we will send you for one year, each month, 
15 new assorted photos, giving brief description. 


Special Photo Service for Local and National Advertisers. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. f 








GUARANTEED DISPLAY SERVICE IN 
INDIANAPOLIS 
PIONEER DISPLAY SERVICE 
F. W. Weber, Prop. 
Associated with Window Display Installation Bureau 
824 Continental Bank Bldg. Indianapolis, Ind. 





DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 


QUALITY Window Displays installed for National 
Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 


R. V. Wayne, Manager 














Notes from the Display Service Field | 


j 

















The services of the Regal Advertising Agency, spe- 
cialists in artistic and original window displays for national 
advertisers, have been engaged for the coming season to 
handle the window displays for the Telling Belle Vernon 
Company and Tabor Ice Cream Company, the two leading 
ice cream manufacturers of Cleveland. 

Automatic machines portraying an Eskimo dog race, 
which are valued at three hundred dollars each, and an 
automatic milk display, valued at five hundred dollars, will 
be used as the principal parts of these campaigns. These, 
in addition to the other displays to be used, will place this 
organization among the foremost service companies in 
America. } 


W. W. Stevenson,one of the proprietors of Stevenson’s 
Cash Drug Store, Broken Bow, Neb., is leaving in March 
for Los Angeles, where he is establishing an up-to-date 
window display service. He expects to introduce a number 
of innovations in the handling of displays for national ad- 
vertisers and expects to develop a national service as well. 
Mr. Stevenson has made an enviable record the past sev- 
eral years in winning window display prizes in contests 
conducted by national advertisers. 





The Eastern Window Display Company, 537 Shawmut 
Avenue, Boston, reports a bright outlook ‘for the year 
1925, having recently signed a number of repeat contracts 
and new accounts. 


The. Detroit Window Display Service, 232 .Lafayette 
Boulevard, Detroit, through their manager, R. V. Wayne, 
announce. that they are now equipped to handle any size 
advertising campaign upon short notice, having recently 
enlarged their quarters and personnel. They do a house- 
to-house distribution service in. addition to the display 
service for national advertisers. 


Louis Diebner, for twenty years display manager for 
some of the largest organizations in the East, has estab- 
lished a display service company at Norfolk, Va. Although 
it is his plan to specialize in national advertising, he has 
accepted several of the merchants of that city as his clients 
for window service. 


Service that is real service is the watchword of L. L. 
Lalear, manager of the Wisconsin Display Company, with 
headquarters at Milwaukee. An increase in business of 
200 or more per cent will be experienced by any firm that 
will show their clients that they are eager and anxious to 
give service, for that is what is needed right now by the 
national advertiser, according to Mr. Lalear. 


R. H. Rogers, of Shreveport La., one of the prominent 
southern members of the International Association of Dis- 
play Men, has established a new window display service 
at Shreveport that is in keeping with the big boom the 
town is experiencing. Mr. Rogers was formerly a well- 
known drug store displayman in Louisiana and has been 
in advertising work for several years. 








A window display department has just been added by 
the Indiana Advertising Service at Gaty, Ind., with several 
experienced displaymen in charge. They will install dis- 
plays for national advertisers in the territory adjacent to 
Gary, Hammond and vicinity. Louis G. Christopher is 
manager. 





Clyde P. Steen, secretary of the Window Display In- 
stallation Bureau, with offices in Cincinnati, has just re- 
turned from New York, where he was closing contracts 
with national advertisers for his bureau and conferring 
with eastern associates. 


Roy S. Clark, for five years display manager for Scran- 
ton’s, Inc., Rochester, N. Y., has established a window dis- 
play service at 41 Cole Street, Rochester, and is specializing 
in displays for national advertisers. 





A window display and show card service has just been 
established in Albuquerque, New Mexico, by H. R. Wilsey, 
formerly display manager of the Guarantee Clothing Com- 
pany. 

A very attractive display of silver mesh bags was re- 
cently installed by Walter L. Bell, display specialist, Amer- 
icus, Ga., for the Thomas L. Bell, Inc., jewelers and op- 
ticians. This display was a part of the Whiting and Davis 
traveling display and was worked out in a very attractive 
manner. 
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Window Advertising Makes the 
PASSER BUY 


But to attract the eyes of the passerby and 
make him buy 


DISPLAY WINDOWS 


MUST BE FULL OF HUMAN APPEAL 


The merchandise itself efficiently laid out 
accomplishes this. But the original ap- 
peal is one of color and is obtained by the 
use of high colored, snappy fabrics, which 
harmonize and offset the entire display. 


We specialize entirely in the supplying 
of such fabrics—whether you want SILK 
PLUSHES—Plain or Fancy—SILK VE- 
LOURS— SILKS or SATINS —DA- 
MASKS or PANEL FABRICS—we carry 


a complete stock in all colors. 


Our business depends on service, which 
not only means immediate shipments, but 
also close co-operation in helping to de- 
cide on specific colors and fabrics to har- 
monize with the goods displayed. 


Whether your business be large or small 
we are here to serve you. 


Generalizing SPRING TRIMS we would 
suggest the use of Light Colors such as 
Spring Greens or Spring Beauty, and sug- 
gest VERT PLUSH, NOS. 54 or 56 IRI- 
DESCENT, NO. 101 JOCKEY PLUSH, 
or NO. 212 or 209 WINDOSATIN. 


Samples Upon Request 


WINDOTRIM FABRICS, Inc. 


17 MADISON AVENUE 
NEW YORK 


“Specializing in Fabrics for the Display Man” 
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Judicious Use of Windows Urged 


New York Pharmaceutical Association issues 
bulletin on display value 


HE retail druggist has always been noted for being 

very liberal with the use of his windows. In some 
cases it has almost become a habit, traceable to the prac- 
tice of free goods offered by producers for display space 
in the druggist’s window. 

The value of window displays and also the renting value 
of windows is brought out in a circular mailed recently 
by the Trade Committee of the New York Pharmaceutical 
Conference, an organization which includes twenty or 
more associations, to the membership list in that city. 

“It is known,” the circular says, “that drug store win- 
dows are worth 20 per cent of the rental if properly 
dressed with profitable lines. It is also known that 10 per 
cent of the revenue and frequently much more is due to 
tastefully dressed windows. 

“Based on information we have gathered it costs from 
six and one-half to eight cents to wait upon every cus- 
tomer who enters a retail drug store. This being so, is 
it good sense or good business to display merchandise 
that does not yield a profit and in so many cases an actual 
loss? 

“Window displays create a demand for goods. Why 
create a demand for goods upon which you do not make 
a profit? The field is large enough and varied enough 
to enable any thoughtful retailer to display profitable lines 
in his windows. 


“Do not be misled by free goods deals offered by the 
manufacturers for the use of your windows, particularly 
in the case of cut-price articles. You can use your win- 
dows to better advantage than displaying patent medicines 
and toilet articles on which you actually lose money.” 





JOBBER SHOULD DISPLAY GOODS AS WELL AS 
RETAILER 


There is just as much reason for the wholesale mer- 
chant to utilize his window display space as there is for 
the retail man, according to M. Halff, of M. Halff & 
Brother, wholesale merchants of San Antonio, Texas. 


“The retail trade,” Mr. Halff says, “does not pass my 
windows, but the wholesale trade does. ‘That is why I 
always have my display windows filled with the latest 
merchandise I have in stock. Too many wholesalers de- 
pend on road salesmen to bring them business. We have 
salesmen, of course, but we make many sales through our 
displays in our show windows. 





NEW YORK CLUB APPOINTS NEW COMMITTEES 


The appointment of membership, program and publicity 
committees has just been announced by President Edward 
Munn, of the New York Metropolitan Display Men’s Club. 
These committees will work out the plans for the year’s 
various activities in conjunction with the officers and 
trustees. 

Included in the membership committee are A. Kay, of 
Saks & Company, New York City; William Fitzgerald, P. 
J. Young Dry Goods Company, Brunswick, N. J., and G. 
Talbet, of Brooklyn. The program committee consists of 
L. McArdle, of Orkins Company, Jerome Jaffery and W. 
F. Wehner, of Saks Company. 

Willard D. Hart, New York correspondent of The DIS- 
PLAY WORLD, and M. P. Quinn, Dry Goods Economist, 
will compose the publicity committee. 
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MUCH BETTER WINDOW SIGNS 


Made of Bronze—the Metal of Everlasting Beauty 























siemens DEE ERLE AAT - ~ 
i awd AEG LT enh 1 , , 
Garson & Wood Furn. Go. $  - New 
Your show windows tell if your store 1s 3 
high grade, of store ; 
Modern, progressive—or like an old maid directories 
; ; 2 ; . 
Who shabby and seedy and lacking in > and bulletin 
style, : . 
Whose only appeal is an acid-sweet smile. —— rp } 
cnangeabieé 
You can not “get by” these days with win- ] os 
dow signs that are genuine antiques. ette 
° 4 
What may‘ have been a humdinger of a sign Now > 
ag ai ago probably will not “ring the bell ; Ready 
To lend an atmosphere of quiet dignity and 
class to your displays, the very best of all signs Ask for 
is a NEWMAN BRONZE SIGN—easy to keep your copy 
in good condition, but hard to beat for beauty 
and attraction value. . om r 











Ask for Suggestions and Estimates—No Obligation 


Agents: Several choice territories open. Jobbers: Write for catalogs and discounts. 


NEWMAN MANUFACTURING CO, éixcisnarr ome 


When the Crowds Stop--- 


You know you’ve made a “bullseye” with your 
trim. Often you’ve done it through your merchan- 
dise, but more often through a thoughtfully ar- 
ranged background or foundation. 






























We’re constantly hearing of such achievements in 
which fadeless “Sol” Fabric has played its part. 
It is so thoroughly a display 
fabric in its perfect draping 
qualities, its beautiful, lus- 
trous fast colors and its re- 
markably low prices that 
once used you will always 
consider it a necessity. 














36 colors in three widths— 
32, 36 and 54 inches. 












Den rN 
SATINE 


Sample and Color Chart BRIGHT AS THE SUN 
on Request. WEARS FOR EVER 
















S. M. HEXTER & CO. 


Sole Owners 
CLEVELAND, OHIO 
Window display of Cherry & Webb Co., Providence, R. L, 


showing how Sol Satine can set off a display. New York Office: 1140 Broadway 
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Showcase Displays of Great Value 


Great opportunity to increase sales through proper use of show case 
displays—Demand for new articles easily created 


By J. M. MEYER, JR. 


Display Manager, Western Auto Supply Co., San Franctsev, Calif. 


HOWCASES should be considered next in 
importance to windows in regard to dis- 
plays, for if they are properly taken care 
of they have as much to do with the sell- 

ing of merchandise as do the displays in the windows. 

Many people go window shopping for things they 
wish to purchase ; however, if the desired article is not 
displayed in the window their next step is to enter the 
store in search of it. This is where the showcases are 
effective, and if they are attractive and show off the 
merchandise displayed in them they will do their part 
and will help make the sale. 





Many stores have attractive windows displays but 
their showcases are badly neglected. Some stores use 
them to sell out of and crowd them full of merchan- 
dise ; however, by so doing the showcases are being mis- 
used. The store would benefit much more by using 
them as they should be used—for the display of mer- 
chandise—instead of making a store-room of them. 

Suppose a person comes into the store to buy. The 
salesmen are all busy and he has to wait for a few mo- 
ments before he can be served. He glances about, looks 
the show cases over, sees an an article well displayed 
and a desire is created to buy, although he never 
thought of purchasing that article until he saw it there. 
Besides buying the article he came for, he will purchase 
several others. 


Again, suppose a person comes into the store and 
they are out of the article he wishes to buy and the 


salesman is unable to convince him on a substitute. 
The customer glances about into the showcases. He 
might find there something that will do as well, or he 
might see something else that he needs and buv it also. In 
this instance it would be the showcase that made the sale 
and not the salesman. Or suppose a person came into 
the store to purchase a certain article and in passing 
the showcase he sees something that he has been want- 
ing to buy but had forgotten until it was brought to his 
attention displayed in the showcase. 

There are many reasons why the showcases should 
be given as much care and attention as the windows 
receive in displays. Better showcases would mean an 
increase in sales. 

If your showcases have been neglected or you feel 
you can better them, trim them up and then stand by at 
different times and watch the results. See if it helps 
to develop bigger sales. If it does, your efforts have 
been well rewarded, for the biggest reward a display- 
man can receive is an increase in sales for the concern 
he is working for as a result of his particular efforts in 
attracting the attention of the customer. 

In selecting the merchandise for your showcases, 
display those articles for which there are but few calls. 
You will create a demand by displaying them. “How 
can you sell ’em if you don’t show ’em?” -It would be 


-a waste of time to display merchandise that is in de- 


mand and moving all the time. It is the new article on 
the market that should be displayed and shown to the 





Attractive Show Case Display by Mr. Meyer Showing the Proper Method of Arranging Merchandise to 
Increase Sales. 
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These ONLI-WA Display Fixtures 


will-certainly prove their worth in correctly dis- 
‘playing Spring merchandise 














The design is practical and original and the workman- 
ship is above criticism. These fixtures will enable 
you to get the best results with the least amount of 
time and trouble. 








Reg. U. S. Pat. Off. 


Don’t Pass This Up 


—the most valuable display idea 


in years! ye. 
COLORED LIGHTING 

: Quality and Easily attached and adjustable to 

é Originality any type display. 











WRITE FOR CATALOG NO. 12 


THE ONLI-WA FIXTURE CO. 


ST. PAUL AVE. Dept. D. W. DAYTON, O. 
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A National Slogan and Emblem 
That Puts Its Message Across 





An Effective Means for the 
Concentrated Tie-Up of all 
Manufacturers and Con- 
cerns Catering to the Dis- 
play Field and Directly 
Interested in its Growth. 





“Electrotypes Available in Two Sizes at a Cost of Only $1.00 for the Set.” 


This slogan and emblem is the result of the The slogan has been copyrighted and elec- 
realization of the publishers of The DISPLAY trotypes are being offered for your use at a 
WORLD that the interests of the entire display cost of only $1.00 for the set of both sizes. 
field could best be exploited and promoted by a The use of this slogan on your stationery, 
national slogan and emblem which would afford advertising literature and catalogs will prove 
a ready tie-up for all interests identified with a tremendous influence for giving publicity to 
this field and desirous of aiding in its constant the importance of window display advertising 
growth and development. ‘in the business world. 


ORDER A SET OF THESE ELECTROTYPES TODAY 
THEN PUT THEM RIGHT TO WORK 
The DISPLAY WORLD Service Bureau - - Cincinnati, Ohio 
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NOW ONLY 


“10 


Increased sales permitting the production of 
a greatly enlarged edition enables the selling 
of the wonderful Patented Talyor Chart at the 
very low price of $10.00, postpaid. Prior to 
¥ebruary 1, these charts sold for $15.00. 


At this low price no display manager should 
be without one. 





THE SECRET OF SUCCESSFUL DISPLAY 


Color is one of the biggest factors in creating the 
proper atmosphere for effective, result-producing 
window displays. The Patented Taylor Chart pro- 
vides thousands of perfect color combinations and 
harmonies easily and quickly—all guesswork is 
eliminated. 


Size, 22x29 inches, reinforced with linen” back. 
Shows 96 colors—popular and standard—3 masks-— 
one sheet of Pictorial instructions. 


ORDER YOURS TODAY! 
The DISPLAY WORLD 


Exclusive Agents to The Display Field 
CINCINNATI, OHIO 
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people, and in a short time these articles will also be in 
demand. 

The first step to take in trimming up your showcase 
is to remove the shelves in them, because it is hard for 
one to see the articles displayed on the lower shelves 
except by bending over. To display an article properly 
is to put it where it can best be seen without making a 
person strain to look at it. 

Build up the inside of your showcases with boxes of 
various sizes. If the articles to be displayed are small, 
use lots of boxes, building them up to about two-thirds 
the height of the showcase. Cover these with draping 
material—plush, silk, or other kinds of cloth. Cut the 
cloth twice the length of the showcase, so that it will 
drape over the boxes and make a pleasing effect. 

Put backgrounds in your showcases to bring out the 
appearance of the merchandise. An easy way is to cut 
mat board to fit the doors and cover it with crepe paper, 
wall paper, or paint a design on it. Put these on the 
door as you would frame a picture, tacking them in 
with small wire nails. Another way is to shred some 
crepe paper and tack it on the inside of the case. 

This done, put in your merchandise. Do not crowd 
too much in, but give each article a little individual 
place by itself. You can display just as much merchan- 
dise in this kind of a showcase as you can in one with 
filled shelves, yet a person standing by can see at a 
glance and with ease every article in it. 

Colors, as you know, have their usefulness in “dis- 
play work. Therefore, choose the proper colors, those 
that would be the most fitting for the cloth drapes and 
backgrounds to go with the merchandise. Here is room 
for a lot of originality for the different types of show- 
case displays, and a variety of ideas can be given to 
them as in window displays. 

Change your showcases often. Don’t leave the 
same display in several weeks. They are noticed as 
much as your windows, and people get tired of seeing 
the same things over and over again. Variety in dis- 
plays is the key to a more prosperous business. 





TO HOLD ANNUAL STYLE SHOW 
The annual style show conducted by the retail mer- 
chants will b: staged at New Ulm, Minn., March 26, 27 
and 28, in conjunction with the annual automobile show. 
M. J. Bieber has been named supervisor of the style show. 





R. J. HAMER HEADS LOS ANGELES DISPLAYMEN 


Ralph J. Hamer, of R. G. Desmond’s, Los Angeles, has 
been elected president of the Los Angeles Display Men’s 
Association. Other officers chosen are: John E. Cook, of 
Coulter’s Dry Goods Company, vice-president; Scott H. 
Crall, Mullen & Bluett’s, secretary; J. Wesley Gross, New 
Paris Store, publicity. 

The trustees are: Paul Lupo, Barker Brothers, Inc.; 
H. C. Petit, of the J. W. Robinson Company; H. W. 
Menard, of the Broadway Department Store. 

At the recent annual meeting, when the election took 
place, it was voted to have the Los Angeles Display Men’s 
Association affiliate with the Pacific Coast Association. 













































the 
ter: 
can 
hoy 
the 
he 

dis] 
too 
the 
dis] 
whi 


strt 


Lot 
met 
shij 
cou 
beg 
for 
tion 
one 
evel 


pea: 
clas 
for 


dert 
disp 
mar 
prov 
dust 
pres 
ful ; 
they 
thot 
tem 
pris 
ente 
to t 


The 
issu 
whi 
not 

and 
just 
thos 
take 
how 








March, 1925 THE DISPLAY 


Something In Reserve Great Asset 


(Continued from page 32) 


One of the greatest sources of information for 
the displayman is the annual convention of the In- 
ternational Association of Displaymen. Here he 
can get many valuable ideas on proper display, 
how to handle merchandise in the correct manner, 
the use of fixtures and decorations, but, most of all, 
he will be intimately associated with the leading 
displaymen from all parts of the country. Then, 
too, what could be more inspiring than sitting in 
the convention hall watching the country’s leading 
display artists—men who love the profession and 
who have made the show window what it is today 
—give their demonstrations and deliver their in- 
structive lectures. 

This year the convention will be held in St. 
Louis and rumors of the wonders to be done at this 
meeting are already leaking out to the member- 
ship. Thousands of displaymen, like myself, are 
counting the days until time for the convention to 
begin, for they know of the many treats in store 
for them. If it is only half as good as the conven- 
tion held in Buffalo last year it will be a wonderful 
one, but the St. Louis Association plans to make it 
even bigger. 

Old-fashioned ideas on display are. fast disap- 
pearing. Windows are gradually getting into a 
class all to themselves as an advertising medium 
for they surely make the passer buy. : 

Today the displayman is offered many won- 
derful opportunities to improve the value of his 
displays to the store. Everyone should enter as 
many national contests as possible, for they have 
proven one of the greatest stimulants to the in- 
dustry. To the merchant they are the means of 
presenting his merchandise to the public in a force- 
ful and unique manner, and to the display manager 
they suggest many original ideas never before 
thought possible. Failure to win in the first at- 
tempts should in no way discourage, for it is sur- 
prising how many good ideas are derived from 
entering these contests and how wonderful it feels 
to be a winner sometimes. 

The display industry is very fortunate in having 
The DISPLAY WORLD to lead the way, for each 
issue is filled with many new and interesting ideas, 
which mean a bigger and better business. You do 
not have to copy these, but you can get them and 
figure out how to make, if such is possbile, a better 
and more attractive display. The opportunity is 
just as great in your city, and often greater than 
those offered in a larger one. Stick to your work, 
take advantage of every opportunity, and see just 
how quickly you can accumulate your “something 
in reserve.” 
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THE VOGUE 
for 
HAND 
WROUGHT 
IRON 


in display fixtures— 
and its proper adapt- 
ation for window 
display work, is cor- 
rectly adapted in our 
designs. 


Hand Wrought Iron, 
attractively made 
for window displays, 
produces a most fa- 
vorable setting for 
your merchandise. 


Write for our Fix- 
ture Book. 


















Makes Buyers out 
of Passers-by 





Plateaus 


Hugh Lyons & Company 
LANSING - - MICHIGAN 


SALES OFFICES 


New York—35 W. 32nd St. 
Chicago—217 W. Jackson Bivd. 
Baltimore—No. 1 N. Eutaw St. 
Boston—52 Chauncy St. 
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V Wises Sand Cave Display Draws Crowds an 
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A & A N C a S Every detail of effort to rescue trapped explorer ville 
; carried out in cross section relief in 
in L 
3 NE of the most remarkable window displays from a crow 
) ‘ standpoint of crowd attraction power and from the depa 
é 7 angle of human interest that has been developed in some path 
; : time has been invented and successfully used by Melvin hood 
H. Myers, of the Myers Display Service, Louisville, Ky. ing 
, OUR SPECIALTY The display depicts a cross section relief of Sand Cave, catec 
> Give us a description and lay out of your store front Kentucky, in which Floyd Collins, the explorer, was trapped was 
2 and the type of trade you cater to and we will design alive and finally died, despite heroic efforts to save his nati, 
§ the proper valance for you, no charge for this service, life. Mr. Myers and Mr. Wickliffe Moore, his artist, visited pers 
$ also a complete stock of silk plush, write for price. the cave, and, with the aid of personal observation, as well the 
2 Karl L. B. Roth, Manufacturer & Designer as engineers’ figures and records, succeeded in conveying shop 
, FINDLAY, OHIO Gi 
pay and 
Disp 
DECALCOMANIA Transfers salad 
al) ae 442) 0) 9h ee oe ©) a ee 8 OY oe AO, ee on mant 
tribu 
out | 
city. 
T 
Sand 
tenti 
time. 
point 

Special designs and trademarks 
made to order. Send copy for WIN 
quotations. U 

THE COMMERFORD CO. ‘ 

110 East 19th Street, New York oe 
Tel. Stuyvesant 3272 at Pi 
dows 
with 
featu 
Easter Plushes —_ 
. aneed i Ae wour Melvin Myers Putting Final Touches on a Display a 
A of the Sand Cave Tragedy. a 
CITRON — LILAC : A an 
x OMA the impressions into a plastic composition and papier mache, | 
She Nepers GRASS GREEN with the result that the entire scene has been duplicated in nem 
Samples and Prices Supplied on Request miniature and framed for the show window. — 
The display measures approximately three by five feet. bs 
It is made of plastic composition that will stand handling neg 
National Plush Company or shipment without injury. The relief stands out at the ment 
7 West 3rd Street New York City highest point three to four inches. The hoist, bucket, three 
“A National Institution Known for Service” wagon, airplane, and all other features depicted in the dis- ee 
play are in miniature and accurate. The body of Collins om 




















can be seen imprisoned, with the huge rock on his foot. 
Every detail is carried out. Even the soles of his shoes 














DOU BLE YOUR WINDOW SALES G are carefully reproduced. A 
Cards are attached to the display explaining the detail was | 
with OUR ELECTRIC TURN TABLES of the relief, such as the “squeeze.” This is the point that of th 
DisPLAY AnD SELL MORE GOODS! prevented food and aid being given Collins. The entrance, pard 
Electric a a per a, over 100 Ibs. the plane that rushed doctors and aid from Chicago to the tieth 
ully Guaranteed—Write today. scene, Collins’ dog that waited faithfully at the entrance Engle 

+ Pver 5,000 4 Cornhill, ’ ' 
‘eae ELECTRIC WINDOW SALESMAN CO. Boston of the cave while the rescue work for his master was being ve b 
made, rescue workers, fallen debris, undiscovered precipice aging 


; that Collins told about as being the most wonderful of all show 

LE | ] ERING caves, etc, are all clearly explained to the passersby by Tt 
small cards. whic 

that makes your Displays ‘Show cards explaining the situation and telling in brief spring 
Gnrying power — the activities and giving the dates of each, as well as. a radio 
Ahayer set of photographs showing rescue work at the cave, com- wome 
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223 Lexington Ave. NY. plete each disolav. form 
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The first showing of the remarkable reproduction was 
made by Mr. Myers in a window provided by the Louis- 
ville Post, a newspaper. The second display was installed 
in a window of the T. P. Taylor & Company drug stores 
in Lowtsville. Both of these displays attracted tremendous 
crowds, so much so that riot calls were sent the police 
department, and it was necessary at all times to keep a 
path on the sidewalks for passing pedestrians. The Brother- 
hood of Railway Clerks’ National Bank in Cincinnati, hear- 
ing of the success of the exhibit in Louisville, communi- 
cated with Mr. Myers, with the result that the third display 
was installed in their bank window on Vine Street, Cincin- 
nati, and for more than two weeks attracted thousands of 
persons, the sidewalks being blocked at all times, despite 
the fact that the bank is situated out of the downtown 
shopping district. 

The Myers Display Service has copyrighted the display, 
and Mr. Myers completed arrangements with the Window 
Display Installation Bureau, of Cincinnati, to handle the 
sales rights for the United States. The displays will be 
manufactured by the Myers Service at Louisville and dis- 
tributed and sold to department stores, banks, etc., through- 
out the country, only one display being installed in each 
city. 

The tremendous interest occasioned by the event at 
Sand Cave makes the display one of the most unique at- 
tention getters that has been shown the public in a long 
time. In an educational, civic and human interest stand- 
point it is unusual. 





WINDOW DISPLAYS FEATURE OF SPRING OPENING 

Unusual attention is being given this year to the display 
of merchandise in windows for the annual spring opening 
at Piqua, Ohio, to be held March 19, 20 and 21. The win- 
dows will be unveiled at 7:30 on the evening of March 19, 
with the added feature of a band concert and parade. This 
feature is under the supervision of V. C. Pederson, display 
manager of the J. C. Penney Company. 





DEMONSTRATION OF STYLES FOR LITTLE WOMEN 

A demonstration of fashions for little women on little 
women, which was conducted for three days by’ the Holden 
& Stone Company, Pittsfield, Mass., resulted in brisk busi- 
ness in this department, according to J. D. Knight, display 
manager. 

While the dresses and coats are on display in the gar- 
ment department at all times, the demonstrations of gar- 
ments on animated models took place every afternoon from 
three to five o’clock and were well attended. The event, 
it is said, has proven such a success that it has been decided 
to repeat the idea twice a year. 


FASHION SHOW ON THE RADIO 

A fashion show, displaying spring and summer styles 
was broadcasted by radio for the first time in the history 
of the business on March 4 from Station WNAC, the She- 
pard Stores, Boston, Mass. The occasion was the twen- 
tieth semi-annual fashion show and banquet of the New 
England Jobbers’ and Manufacturers’ Association, held in 
the ballroom of the Copley-Plaza Hotel, under the man- 
aging directorship of Edward Newton Haag, Jr., fashion 
show expert. 

The microphone was placed alongside of the runway on 
which models paraded wearing the advance styles for 
spring and summer. Miss Jean Sargent described to the 
radio audience in detail the modes as they appeared, so that 
women all over the United States obtained advance in- 
formation on the coming season’s styles. 

















IT .. Accessories _——] 
for Better Window Displays | 














Das 





NEW SUGGESTIONS AND IDEAS IN 


Artificial Flowers Gelatine Scenic Paintings 


Artificial Fruit Glass Stands Show Cards 
Baskets Glass Shelves Spot Lights 
Background Papers Glass Heel Rests Strip Lights 
Borders Grass Mats Stix-Wel Glue 
Beaver Board Metalline Draping Tinsel Flitter 
Bilt-Wel Board ' Cloth Thumb Tacks 
Birch Bark Strips Pedestals Valances 
Card Holders Papier Mache Velours 
Cardboard Novelties Velour Papers 
Chenille Roping Price Tickets Vines 
Color Attachments Plushes Wood Carvings 
Flood Lights Reflectors Wood and Metal 
Foot Lights Revolving Tables Fixtures 
for 


“BETTER WINDOW DISPLAYS” 


Send for Spring Literature Booklet No. 41, Samples 


Doty & Scrimgeour Sales Co., Inc. 


30 READE STREET NEW YORK 
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BEAUTY OF FINISH AND PERFEC- 
TION OF DESIGN MAKE 


Klee Line, The Line 


WRITE FOR —y-— O 
CATALOGUE 
AND O-—-O 
PRICES 











Klee Display Fixture Co., Inc. 


Manufacturers 


172 ATLANTIC AVE. ROCHESTER, N. Y. 
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Life Size---In Full Color 
For Any Store 


A beautiful, compelling representation of 
that ever-appealing figure—THE BRIDE. 


An actual photograph of a lovely model 

dressed in the latest bridal costume of 

Fifth Avenue design—with a bridal bouquet 
designed by a Fifth Avenue florist. 


Lithographed in five colors—mounted on 
heavy 150 point card—die cut—easel back 
—strong enough to be used over and over 
again. Packed in substantial container. 


ORDER NOW TO ASSURE DELIVERY 


Terms: Check with order, or express 
C.0.D. Price, $12.25, delivered. 


Richardson Illustrating Co. 
149 Broadway 


New York, N. Y. 


Ready---May 15th 
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New York Club Pulls A Big One 


Annual dinner-dance and entertainment of metro- 
politan display club great success 


By WILLARD D. HART 
New York Correspondent, The DISPLAY WORLD 


LL of the local boys forgot their windows and 

spent the day decorating themselves so as to 
present a perfect front at the annual dinner- 
dance and entertainment of their own organi- 
zation held on February 28 at the Hotel Astor 
in the South Gardens. 

From the appearance of the dining room, the hotel 
must have an able display manager, for it was beautiful. 
Maybe Jack Cronin or Eddie Munn or some of the other 
leading lights in local and national displaydom slipped 
in early and fixed it up so that it would live up to the 
reputation of the club. 

At any rate, what with the noise makers, funny hats 
and spiritual aid, the party was not long in getting under 
way at full steam. Shortly after everyone was seated and 
the first course was being served, Eddie Munn, of Frank- 
lin, Simon & Company, and president of the club, jumped 
up on the platform and began to pour out thanks to his 
committee for the wonderful showing they had made in 
bringing the attendance of the ball from about 160 last 
year ‘to close to 250 this year. 

This is the first affair to be held under Mr. Munn’s 
leadership, and, if it can be taken as a guide, the year will 
be one of the most successful the club has yet had. 





Stars, young and old, helped entertain the crowd. Radio 
artists from Station WOR, of L. Bamberger & Company, 
showed how they do it over the air route out in old 
Newark. The jazz band of R. H. Macy & Company, Inc., 
made the feet of those present trip merrily along the floor 
after the entertainment and eating was over with. 

The eight-year-old daughter of W. F. Wehner, of Weber 
& Heilbroner, showed some of her older sisters a step or 
two in her entertainment performance. 

The affair proved extraordinarily stimulating to some 
of the audience, who, after a short time at the tables, be- 
gan to sing and dance not only around the tables, but here 
and there on top of them. 

Maybe the entire metropolitan district was not repre- 
sented though. Gosh, just think of it! Some of the boys 
from out Trenton, N. J., way, others from out near Coney 
Island, and others in upper parts of New York City, all 
came in their best bib and tucker. 

Then, again, the display fixture houses were there in 
full bloom. J. R. Bauman, the “model form man,” had 
two tables. Messmore & Damon, the papier mache kings, 
Palmenberg’s Decorative Plant, Katz & Charrot, were there 
in person, and Jerome A. Koerber, display manager of 
Strawbridge & Clothier, Philadelphia, was the guest of 
honor. 

Being president, Eddie Munn seemed to have the idea 
that it was up to him to go around and see that each one 
personally was having a good time. 

George Wihlborg, of Worth, Inc., was in particularly 
good spirits all through the evening. His imitation of a 
harem beauty bowing to his majesty drew forth much ap- 
plause. 

Herman Frankenthal, B. Altman & Company, one of 
the oldest and best known men in the profession, was on 
hand. He had a glad hand for everybody. 

J. Koerber could be seen following through with his 
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great indoor sport of telling the world what display men 
should do. 

W. McKeon, of Saks Fifth Avenue, brought a beautiful 
girl with him, but A. C. Elders, of Saks Herald Square 
store, seemed to think her one of his wax figures and 
claimed her for almost every dance. 

Larry McArdle was detailed to keep things in good 
order; he did. His six-feet-something size and breadth of 
shoulders kept everybody within their rights. Larry was 
all over the place. His main argument is mind over mat- 
ter. Ask him about it. 

Howard Littel, financial secretary, and O. C. Moll, treas- 
urer, spent much time at the door seeing that no one 
got away with anything. 

Dick Dougherty, secretary of the club, was in evidence 
but not in his best form. The better half was with him— 
that may explain it. 


Make the Picture Tell the Story 


(Continued from page 26) 





trouble is that the dealer has been too accustomed to 
just putting the material in this window, let it stay 
there a week or two, then take it out and throw it away, 
for he is sure that within the next week he will re- 
ceive a quantity of other displays to install. 

In conclusion every dealer must know that although 
advertising—I mean the manufacturer’s national ad- 
vertising—has proven itself to be a powerful selling 
force, it is not an “Aladdin’s Lamp.” Because E. R. 
Squibb & Sons will publish 164,000,000 advertising 
messages in 1925 does not mean that the dealer’s cus- 
tomers will flock to his store and demand the product. 
If the average reader were blessed with a remarkable 
memory and if they would respond immediately when 
the buying .urge is on them after reading an advertise- 
ment, there would be no work for the advertising men 
of the world. Unfortunately, we have not this ideal 
situation to cope with. 

The elusive consumer has a deplorable memory and 
a known capacity to procrastinate constantly. This is 
why so many thousands of dollars are spent in adver- 
tising. Most of it is spent for nothing more than 
memory jogs, and that is why we keep everlastingly 
repeating our story, for this constant repetition is 
what finally breaks into the consumer’s shell of in- 
difference. 

It is the dealer’s job to complete the circuit of the 
manufacturer’s advertising and use his windows, coun- 
ters and shelves judiciously and constantly, for this is 
the only way he can capitalize on the money the na- 
tional advertiser is spending to send people to his store. 
If the dealer does not do this part there will be a miss- 
ing link in the selling chain that only he can fill. 





MODELS DISPLAY SPORTS DRESSES IN ST. LOUIS 

Living models were used by Nugent’s, St. Louis, Mo., 
to display a collection of new sports dresses that were 
offered in a special at $11.00. The dresses were marked 
unusually low for quick selling. One of the featured 
styles was in a cashmere weave, natural colored, and with 
silk collar, cuffs and godets in a high shade. 
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Latest and Best! 


REFLEX 


» Indestructible 


e” REFLECTOR 


WILL LIGHT YOUR WINDOWS PERFECTLY, 
and at a saving in current consumption 


LOOK INTO THE WINDOWS of the better shops 
on Fifth Avenue in New York, and on the main 
streets in cities from coast to coast, you'll find 
REFLEX doing the lighting job. 


Made for 100 or 150-watt lamps—one REFLEX with 
150-watt lamp will give more light than 300 watts in 
ordinary reflectors 

Good looking, small and neat, an asset to your win- 
dow. 

SOLD by electrical dealers and display fixture houses 
everywhere. 





Literature, prices and sample on request. 


SUN-RAY LIGHTING PRODUCTS, INC. 
119 Lafayette St. (Dept. W) New York, N. Y. 











Santa Claus Snow 


ij will give to your holi- 
} day windows the true 
spirit of Christmas. 


You will find Santa 
Claus Snow adds wonder- 
fully to any holiday deco- 
ration. It is made up of 
a multitude of crystal 
(| clear flakes that glisten 
1 and sparkle brilliantly un- 
4 der any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and produces a great 
effect. 





You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., 227.80" 











Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples __ sent 
on request. 





Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 
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Display Proves Powerful Medium 


Great progress in use of display by garages and accessory dealers 
shown in review of contest conducted by automotive association 


By ARTHUR R. MOGGE 


Merchandising Director, Automotive Equipment Assn., Chicago, Ill. 


E are great believers in window displays 
and feel that ours are the best salesmen 
we have,” was the statement recently made 
by F. M. Fincel, of the Fincel Auto 

Supply Co., Zanesville, Ohio, -when his organization 
was awarded the first prize of $150.00 in the Christ- 
mas Window Display Contest for Dealers, promoted 
by the Automotive Equipment Association. 

For three years the Automotive Equipment Asso- 
ciation, known to many in the trade as the A. E. A., 
has been conducting an international campaign to help 
automotive dealers to become better merchants. Edu- 
cational work has been conducted to cover all phases of 
the business, and one of the most interesting develop- 
ments has been the campaign to utilize display windows. 

Accessory dealers, car dealers and garagemen today 
are better merchants than many people give them credit 
for. Those who have observed the automotive mer- 
chants’ progress, however, agree that as a class they 
have advanced rapidly. 

Twenty-five years ago automobiles were almost ‘un- 
known. Today there are over seventeen million motor 
vehicles in operation, and there are over ninety thousand 
automobile merchants established to supply the de- 
mands of the motoring public. In this group of dealers 
over fifty thousand organizations have display windows 
which are now being used to help develop the sale of 
automotive equipment. 

It is quite true that until a few years ago many 
accessory dealers, car dealers and garagemen did not 
realize the sales value of their display windows. They 
permitted their front windows to be plastered with 
circus posters, auction sale notices, and any sort of an 
advertisement anybody wanted to put up. 

Now there are thousands of automotive merchants 
who will not allow others to clutter up their windows: 
Many dealers have been quick to either see their own 
mistakes or the mistakes of others, and today they 
regularly install displays of automotive equipment 
which attract attention, create favorable interest and 
result in many sales. 

Throughout the United States and Canada there are 
many dealers who attribute their success to ideas cre- 
ated by the merchandising department of the A, E. A. 
and by the association’s members. 

- Until a few years ago car dealers, accessory dealers 
and garagemen made most of their sales in the summer- 
time. The winter months were “poor picking.” To 


meet conditions and to prompt dealers to utilize their 


display windows, the A. E. A. announced its first 
Christmas display contest for dealers in 1923. 
The Christmas window idea spread quickly, and as 


.a result dealers everywhere trimmed windows and went 


after the Christmas business. The results obtained 
were so satisfactory to all persons concerned that in 
1924 the A. E, A. promoted another Christmas window 
display contest for dealers. Fifteen prizes totaling 
$500.00 were awarded for the best windows featuring 
the idea, “Give something for the car this Christmas.” 

A review of the window display pictures submitted 
in 1924 compared with those sent in for the 1923 con- 
test showed that automotive merchants now realize: 

1. The value of a well-arranged window with a 
central theme. 

2. The advantage of an attractive background. 

3. The necessity of getting some of the merchandise 
up off of the floor of the window. 

4. The value of tying up with nationally advertised 
lines and pushing nationally known merchandise. 

5. The purchasing public patronizes those places 
having attractive windows, courteous salespersons, and 
places of ‘business which afford every convenience for 
customers. ‘ 

6. The merit of merchandising ideas recommended 
by the A. E. A., or by the salesmen of manufacturers 
or jobbers who are members of the A. E. A., or by 
trade papers in the field. : 

Letters received from the prize-winners — further 
prove the above points. The Boller Auto Co., Grand 
Junction, Colo., winner of the second prize of $100.00, 
wrote as follows: 


“We trimmed our Christmas window this year the 
first week in December. The first thing we did was to 
clean the window thoroughly inside and out and make 
sure that the lighting was sufficient to bring the display 
out clearly. The window is approximately 22 feet long 
and 4 feet wide, and is lighted by four 200-watt globes. 

“The next thing was to line the back panels of the 
window with white crepe paper and put in a fireplace, 
which was made of Dennison’s Brick Paper over a 
wooden frame. A soft red glow was produced by 
a small red light globe placed under the logs in such a 
manner that the globe itself was not visible. 

“The ‘Give Something for the Car this Christmas’ 
poster was pasted to a piece of heavy cardboard and 
suspended from the ceiling with a bell hanging from 
either end. The Christmas wreaths were placed against 
the back of the window on either side of the poster. 
Two platforms were built in the window in order to 
elevate some of the accessories, and the whole floor was 
covered with cotton and sprinkled with artificial snow. 
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“The window attracted considerable attention, and 
we believe it was responsible for a considerable part of 
the increase in our Christmas trade.” 

Collard-Hull, Inc., Waterloo, Iowa, winner of the 
fourth prize of $50.00, “hit the nail on the head” with 
their statement: “We believe in tying up only with 
nationally known and well-advertised lines of merchan- 
dise. We are not baited on long discounts of unknown 
products.” 

Another interesting angle was brought out in the 
letter from the Vernon Garage, Vernon, British Co- 
lumbia, winner of fifth prize of $25.00, who said: 
“Ladies do 90 per cent of the buying in all lines, so 
why not cater to the ladies in the garage business? We 
have tried it and find it works successfully.” 

The bigness of the automotive merchant is typified 
by the desire of successful contestants to give credit 
where it is due. For example: “The Curlee Tire Co., 
of San Antonio, Texas, winner of fourteenth prize of 
$10.00 wrote: “We had no intention of entering the 
contest until it was suggested by a jobber’s salesman.” 
Or take the statement of the Wabash Valley Motor Co., 
Lawrenceville, Ill., winners of eighth prize of $10.00, 
who said: “All our ideas were obtained from different 
motor publications.” 

The success of the whole undertaking is well evi- 
denced by the further statement of the Wabash Valley 
Motor Co.: “We are gratified to find that our acces- 
sory sales for December were almost double our No- 
vember sales, and were over a third greater than for 
December, 1923.” 


RADIO EXECUTIVE ADDRESSES SPECIALISTS 

Eric H. Palmer, assistant to the president, Freed-Eise- 
mann Radio Corporation. recently addressed the Beauty 
Culturists meeting at the Waldorf-Astoria Hotel, New York 
City, on the advantages of using window display as a pro- 
moter of business for that profession. 


VARIETY STAND CREATED BY KLEE FIXTURE CO. 
Being asked so many times why it was that display 
fixture manufacturers only made ideas that would embody 
but one trim, rather than an idea that 
could be used in a number of dif- 
ferent ways, the Klee Display Fix- 
ture Company, Inc., of Rochester, 
N. Y., have placed before their many 
friends and customers a unique idea, 
namely, their Variety Stand. 

“This fixture is made to display col- 
lars, hats or caps at various angles, 
and, by using the two sticks, which 
are removable, is converted into an 
easel for shirt boards, signs or cards, 
boxes, etc.,” A. C. Vorreuter said. 
“So, according to the great demand 
by display men throughout the 
country and the duplicate business 
received, we feel that we have really 
and truly given display managers 
something they have been looking 
for. This is particularly pleasing to 
us, aS it.is our aim to co-operate 
with displaymen and give them just 
what they desire.” 
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The Tuttle Press Co. 


APPLETON, WISCONSIN 
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RINKLE 
Ree EF 


For Paper Craft 


Supreme Quality 
Made in Thirty-three Brilliant 


RINKLE 
REPE 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 


1899 — 1925 
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J. B. TIMBERLAKE & SONS 
JACKSON 


Manufacturers of high-grade store display fixtures with 


brass-covered, weighted bases, at moderate prices. 


MICHIGAN 


Our 


catalog, No. 35-B, shows our complete line. 
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No. 800—Adjustable Card Stand 





No. 547—Showall Easel \ 
Gun Metal or Retinned Finish No. 
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524—Rubber Covered Easel 
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Displays of early spring garments in State Street windows draw 
crowds though weather freezing—Spring opening displays near 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


RE-OPENING displays of advance styles 
in men’s and women’s apparel and acces- 
sories are the interesting features of the 
State Street windows during the first 

two or three weeks of March. Whether the 
weather be cold or calm, it makes little differ- 
ence to that element of people whose seasons are 
governed by the calendar instead of the weather, 
whose conclusions are arrived at by intuition rather 
than logical reasoning, who are noted for such 
habits as getting off the street car backwards— 
“those with whom we can neither live with or with- 
out.” 

In the coldest weather they stand outside the 
shop windows, thrilled in viewing some dainty, 
filmy thing without sleeves, while this correspond- 
ent is trying to make notes with fingers frozen by 
the frosty winds from the ice-covered lake. With 
each little rift in the weather, when the extreme 
cold is mitigated by a comparatively balmy day, 
this is immediately reflected in the increased atten- 
tion to the things displayed in the shop windows. 
The next day may return cold and stormy, but 
there will be many to brave it to “see what the win- 
dows are showing for spring!” 

Such are the harbingers of the new season as 
reflected in the store windows along State Street. 
There are no spring opening windows in as yet, 
but there soon will be! There is something in the 
air that seems to indicate that the spring windows 
this year will be worth coming here to see. 

With the opening of the month of March, the entire 
State Street front of the Marshall Field windows are given 
over to the display of spring dress fabrics, with the excep- 
tion of the two corner windows at each end of the store, 
which are devoted to the display of costume suits in the 
newer shades and fabrics that will be popular for this 
season. : 

The display of dress fabrics is an impressive one and 
features striking novelties in new weaves and colorings 
and patterns in materials of wool, silks and novelty cottons. 
Two and three drapes are shown in each window, usually 
of the same pattern shown in different shades. Proper 
trimmings are suggested in the usual perfect manner so 
characteristic of these window displays. Lots of people 
are looking at the windows and seem to be considerably 
interested in the materials displayed. 

The first window next to the Washington Street corner 
is devoted to a display of novelty cotton goods shown 


in three drapes of different colors with the same pattern, 
which is a white conventional square design. The next 





window is of the same material, but of different pattern 
and colorings. Three drapes are also shown in this dis- 
play. 

The next two windows are devoted to displays of printed 
novelty silks and they are draped about the pair of plaster 
figures representative of Javanese women. The draping 
is an ingenious and as effective as the figures are graceful 
and artistic in their expressive posing. The trimmings used 
are chosen and applied with equal care and certain judg- 
ment. 


Hillman’s Store, just across the street, are celebrating 
their twenty-sixth birthday anniversary with some unusually 
effective window displays in every way equal to previous 
efforts put forth with such effectiveness for this annual 
occasion, Special decorations of live palms banked in cor- 
ners and recessed arches with sparse trims of particularly 
attractive merchandise reasonably priced for the occasion, 
makes a convincing appeal and backs up the advertising 
claims made both in the advertising and in their window 
cards. 


It has been so long since the writer has seen Mandel’s 
original mirror backgrounds seven and one-half feet back 
from the front glass that they really looked quite new and 
different. The extra depth of the windows appeared to be 
very effective, especially for the displays where costumes 
were shown on the figures. It rather impressed one as be- 
ing the most effective depth for such displays, but I may 
be wrong in this. My further opinion as to the reason 
for this change is that Mr. Kagey will soon install some- 
thing entirely new and different from anything he has had 
in the way of backgrounds for the last few years. 


The suits displayed in the corner window at Madison 
and State were three very smart looking ensemble suits 
in two shades of blue. The Madison Street corner window 
shows three figures dressed in silk frocks of smart lines 
and particularly attractive colorings. These are of pale 
blue, salmon and tan, with silk hats of slightly larger shapes 
than usual, each hat matching the shade of the gown worn. 
One or two pieces of light gray furs are shown and some 
other appropriate little trinkets, such as vanity purse, 
gloves, jewelry, etc. 

The Fair windows along the State Street front are very 
attractive with fresh new trims of new springtime styles 
and colors in women’s and misses’ apparel, including suits, 
dresses, hats, shoes and the other little things that go to 
make such displays completely attractive to women. 

The large corner window at Adams and State shows 4a 
display of “New Scarf Dresses” in black and red combina- 
tions. That is to say, the major part of these costumes is 
of black silk and the trim is carried out in bright shades 
of red. 

The State Street side of this same window features an 
attractive showing of “New Ensemble Costumes,” which 
are somewhat different than similar styles being generally 
shown in the type of suit. The difference lies largely in 
the sheerness of the fabrics used in the coat part of the 
costume. which in this case are of very sheer black. They 
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are attracting quite a bit of. interested attention from the 
shoppers. 

Carson, Pirie, Scott & Company’s windows are, as usual, 
getting their share of interest and attention from the 
passersby. The principal change from time to time here 
is in the merchandise shown more than in the decorative 
changes in the window backgrounds. Mr. Tannehill is an 
adept in the art of getting the most out of the merchandise 
combinations in his displays. Incidentally, he is as good at 
imparting the decorative knowledge that is his as he is 
in demonstrating it in the windows, for he has a well- 
trained corps of assistants who can carry out his ideas 
when he cannot, for any reason, be there to look after the 
work personally. They are a loyal, interested and earnest 
bunch of young men who are his assistants. Every man 
in this department works with each other in harmony, and 
all altogether always working for the success of the depart- 
ment. 

The first window nearest Madison Street entrance on 
State Street carries an unusually attractive display of 
French millinery. Only five hats are shown in the entire 
window, but they are such attractive conceits from the 
Parisian designers that they use all the valuable space 
thus assigned to them. The small window card reads: 
“Hats Newly Arrived From French Designers.” They live 
up to this title, too. 

Other women’s costume windows feature individual dis- 
plays of three garments to a window shown on wax models 
and with the usual accoutrements of smaller aitcles that 
are related items to the particular type or color of gar- 
ments shown. 

The men’s section of this store is represented in two of 
the large windows, one of which is entirely devoted to a 
display of light gray suits of the new English style with 
short coats and trousers with the wide bottoms. The other 
men’s window is divided into four well-balanced unit 
trims, each of which displays the following items in the 
order named: men’s hats at $8.50; knit neckwear in bright- 
striped patterns at $3.50; collar to match shirts in French 
printed patterns at $5.00, and men’s tan and black oxfords, 
tan predominating, in a particular new last which has been 
named “The Drake.” 


Bedell’s windows are very pretty and attractive just 
now with new spring flowers and settings, together with 
lots of new spring merchandise. The recessed panelings 
in the center of the long stretches of background have been 
treated anew in part by changing the color back of the black 
and gold grill work to green, which harmonizes with the 
half-circle mats of artificial grass used on the floor in front 
of the panels. Unit displays, such as have been well de- 
veloped by the displayman at this store (Mr. Hampton) 
are the outstanding features of the general good effect of 
the Bedell windows at this time. The entire front presents 
the unmistakable appearance of spring and each particular 
unit pulls its own weight in the boat, so to speak. 





WINDOWS APPEAR IN NEW ART BACKGROUND 


Artists have just completed transformation of the four 
large display windows of the E. Guthrie Company, 
Paducah, Ky. The background of the attractive window 
arrangement is a decorative effect produced by beautiful 
Roman travertine, the newest window background used 
by metropoltian shops. It was designed by Raymond E. 
West, display manager, and supervised by D. Harry Ja- 
Micson, architect. 

The travertine background reflects sunlight and artificial 
light equally, and shows merchandise to much better ad- 
vantage than the darker backgrounds. 
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Panels and Drape Shades 


Materials and Workmanship of dependable char- 


acter. Absolutely SUNFAST Appliques that will 
retain their color. Satisfaction guaranteed. 
Write for descriptive matter, Suggestions and our Prices. 


NATIONAL DECORATIVE CO. 
Hudson & Federal Sts. Camden, New Jersey 








HEADQUARTERS 


for everything in the window and store fixture line. 

Do all your buying in this line at one place. 

Catalogues on request showing Wood, Metal and 

Glass Window Fixtures. 

Plush Covered Window Fixtures. 

Pedestals, Plateaus and Dividers. 

Silk Plush, Window Valances and Spot Lights. 

Garment Racks for Men’s, Women’s and Children’s 
Clothing. 

Enamel and Jersey Covered Forms of all kinds. 

Store Equipment: Floor Cases, Wall Cases, Counters, 
and Mirrors. 


The Great Central Novelty Co. 
232-4-6-8-40 Main St. Cincinnati, Ohio 
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SURVEY 


of the 


Display Service Field 


The DISPLAY WORLD Service Bureau 
has completed an extensive survey of the dis- 
play service field, which it has just published 
in booklet form. 





This survey contains a vast amount of 
valuable information never before available 
and reveals the existing situation in the dis- 
play service and installation business. 


A copy should be in the hands of every ad- 
vertiser using or interested in window dis- 


plays. 
Only a limited edition has been printed. 


Order Your Copy Now 
PRICE, FIFTY CENTS 





The DISPLAY WORLD, Cincinnati, O. 
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Display created for Killian Co., Cedar Rapids, by 
Mr. M. H. Luber. ‘The distinctive center panel and 
two side units were produced on the CUTAWL. 


. 


Better Displays-- 
Bigger Business 


OU have undoubtedly often been compelled to 

discard your best display ideas because they 
would cost too much to produce, or would take too 
long. Yet you can never know the losses you suf- 
fered through this sacrifice. 
Don’t suffer these lesses any longer. The CUTAWL 
enables you to cut practically every conceivable de- 
sign for decorative panels, backgrounds, fixtures, 
signs, or flowers out of wallboard, cardboard, cloth, 
or tissue—at a great saving of time and money. 


INTERNATIONAL 
CUTAWL 


“_Increased our business 300%” 


The indispensable value of the CUTAWL to decorators and 
display men is clearly indicated by the following typical letter 
of endorsement from the Cull Berry Co., Dayton, Ohio:—“We 
are truly in love with our CUTAWL and think it is the most 
valuable machine we have in our decorating and display equip- 
ment studios. We can’t begin to tell you all the revelations it 
has caused in our work, but will say it has increased our busi- 


ness 300%.” 


THE INTERNATIONAL REGISTER CO. 
13 South Throop Street, CHICAGO 


Send for illustrated, descriptive folder—or better 
still, mail us the 15 Day Free Trial Coupon below. 


15-DAY FREE TRIAL COUPON 


The International Register Co., 
13 S. Throop St., Chicago. Date 

Gentlemen: Kindly ship a CUTAWL on your 15 Day Free 
Trial, permitting us to return it in 15 days for full refund or 
credit if not up to our expectations. If we decide to keep the 
CUTAWL, we will pay you $150 F. O. B. Chicago, terms 2% 10 
days, on the basis checked (....credit-established; ....references 
enclosed; ...ship C. O. D.) 
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W. D. A. A. CONVENTION TO BE HELD IN CHICAGO 


At a recent meeting of the executive committee of the 
Window Display Advertising Association, held in Detroit, 
it was definitely decided to hold the next convention in 
Chicago, the date probably being September 30 and Octo- 
ber 1 and 2, 1925. 


The recently organized Window Display Advertising De- 
partmental of the Advertising Council, Chicago Association 
of Commerce, of which Joseph M. Kraus, advertising 
manager of A. Stein & Company is chairman, will have 
charge of the local arrangements for this convention. 





ARTISTIC WOOD FIXTURE JUST PLACED ON 
MARKET 


Among the many creations by manufacturers to mect 
the needs of the display industry in spring installations is 
a fancy design wood fixture by 
the Frankel Display Fixture 
Company, Inc., 1146 Broadway, 
New York City. 

This fixture is of French 
Renaissance Period design and 


for immediate shipment in solid 
walnut. All parts are made in 
knockdown construction, with 
metal screw fittings. 

The Frankel Company is 
among the largest manufacturers 
and distributors of wax figures, 
papier mache forms, metal and 
wood fixtures in America. They 
have aided greatly in advancing 
the display industry to the important position it now holds 
as an advertising medium through their constant attention 
in supplying the displayman with the equipment needed. 








VAN BLERKOM COMPANY WINS FIRST PRIZE 


Winning the first grand prize at the National Mer- 
chandise Fair for furniture especially designed and made 


for window display as well as its arrangement is but one © 


of the accomplishments of David Van Blerkom Company, 
Inc., of 115 West 17th Street, New York City. 


This firm has supplied countless specialty gown and 
millinery shops with appropriate furniture pieces for their 
window displays. A growing need is fulfilled here for spe- 
cial mirrors, consoles, period chairs, lamps and lighting 
fixtures. The organization has, besides a highly specialized 
knowledge of the requirements of the profession, a keen 
regard for the advancement of this branch of its scope. 





ONLI-WA DESIGNS NEW DISPLAY FITMENT 


The Onli-Wa Fixture Company, Dayton, Ohio, is the 
creator of a new design in display fixtures that embodies 
a new metal top fitment. 


“This new fitment,” says J. H. DeWeese, president of 
the company, “will be standard equipment on all our: fix- 
tures in future, and without added expense to the pur- 
chaser. It permits the use of any top in our line, making 
all interchangeable. Perfect fitting of tops is assured. Be- 
ing made of brass, slots in the top form a spring which 
will give or expand as necessity arises.” 


is carried in stock finished, ready. 
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DRAPING 


BY JEROME A. KOERBER 
is a complete, modern and practical text and reference 
book on the subject of mercantile and display draping. 
It covers the subject thoroughly, comprehensively and 
authoritatively, and is profusely illustrated with dia- 
grams, pen drawings and photographs. 

The contents of this book is a revelation, as it com- 
prises the experience of a life spent in the execution 
of draping art by the country’s foremost draping au- 
thority. 


Profusely Illustrated—Substantial Cloth Binding—128 Pages—Page Size, 744 x 1044 
Books Shipped Same Day Your Order is Received—Order TODAY ! 


SPECIAL OFFER—A copy of this new book, THE ART OF 
DRAPING, together with a year’s subscription to The DIS- 
PLAY WORLD at a cash saving of $1.00—Both for $4.00. 


If you are already a subscriber your subscription will be extended. 


Published by 


THE DISPLAY PUBLISHING CO. 


1209-11 Sycamore Street 


Here is a Book that Reveals all Secrets of 


Expert Draping 


“THE ART of DRAPING” 


CONTENTS 


The fundamentals of draping; fixtures—what they 
are and their importance; how records are kept in dis- 
play department; efficiency in decorator’s room; general 
knowledge of merchandise; the structure of drapery; 
ornamentation of drapery; importance of color and color 
harmony; a chart of colors and combinations; com- 
bining colors by’ use of color chart; some pertinent 
advice—errors to be avoided; draping examples illus- 
trated and described. 


Price $3.00 Postpaid 








i 
a ORDER BLANK - 
s The Display Publishing Co., Cincinnati, 0. # 
. ‘ Sean: Enclosed find money order 8 
or $3. or one co of Koerber’ 
1 OF DRAPING. xs ee - 
t Ship postpaid to following address: | 
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THE DISPLAY WORLD SERVICE BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 


blank, write a separate letter. 


If we do not have the information you want on file, we'll find out 


for you. Avail yourself of our incomparable service facilities without cost or obligation. 
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C) Animated Signs 

0) Artificial Flowers 

CJ Artificial Snow 

LJ Art Screens 

C) Art Studies 

C) Backgrounds 

C) Background Coverings 
CL) Books on Cardwriting 
C] Books on Display 

() Books on Draping 

©) Booths and Floats 

C) Brushes and Pens 

C) Cabinets—Revolvin 

C) Card & Mat Boar 

C) Card Writers’ Materials 
C) Cash Carriers 

C) Chairs and Seats 

CJ Color Lighting C] Natural Foliage 

C) Counters and Shelving () Pageants and Exhibits 


() Drawing Boards 
{J Exhibit Displays 


C) Fixtures 

() Flags and Banners 
C1) Hammers—Window 

[) Lamp Coloring 

(J Lithographed Displays 
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C) Papier Mache 
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Specialties Bronze 


(] Drawings and Paintings 


C) Fabrics and Trimmings 


CJ Lighting and Equipment 


(10 Plaques (Window) 

CJ Plastic and Composi- (1 Signs—Wood Letter 
tion Pieces 

C) Plushes and Velours 
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C) Reflectors 


C1) Revolving Display 


Tables 
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Card Supplies 


Cases 


Case Lighting 
CL) Signs and Card Holders [] Wood Carvings 
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(J DO YOU PLAN TO KEMODEL YOUR STORE SOON? 


WEARER OR PII ini cecil ds nn wnwiend ee nanan eaniihigapielalalinn aipiamsaniaoeshamnaieiie 


[J] DO YOU PLAN TO BUILD A STORE SOON? 


1 Signs—Electric 


PPP PPP te 


C) Stencil Outfits 
CL) Stock Posters 


CJ Store Fronts 

() Time Switches 

C] Valances 

CL) Wall Board 

CL) Wax Forms and Figures 
[) Wickerware Specialties 


ppp ppppp ppp ppp _ i @ i _ a_i A_ RR RRR RRR NE; 


(1) Window Shades 
[J Window Trimming 
Schools 





i i i ii i i lili di in hit i by din i ps iy ns i ys ps i ys 





(NAP MM VU UTC CCC CCC UCC CUCU 





54 THE DISPLAY WORLD 


Showcards Important Display Point 


Appropriate and effective show cards easily made by 
addition of a little decoration and spring colors 


By J. H. HILTON 


Display Manager, Ritter & Meyer, Youngstown, Ohio 





HILE manager of the Merchants’ Display 
Service Company at Akron, Ohio, many 
inquiries were received regarding the 
preparation of appropriate and effective 

show cards. This is a very important factor in a dis- 

play, and one which many displaymen are overlooking. 

The six cards below illustrate how easily cards can 
be made without the use of an air brush or elaborate 
layout, yet with plenty of life, by the addition of just 

a little decoration and Spring colors. 

The “Brookside” card is a black and white card 
lettered with a No. B Hunt speed pen. Notice how 
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much more attractive the heading looks with the under- 
lines. The lines on the side are red and made with a 
No. 12 red sable brush. 

The “Brown” headwear card is on brown stock 
with lavender and green stripes. The tassels are made 
by outlining with pencil, then dotting along the lines 
with an Esterbrook pen, style No. 2. 

In the “Spring Shirts” card a black stock is used 
with cream-colored lettering, which is much more 
effective than ordinary white. The little scene is hand- 
painted gray, blue and a touch of red. The lettering 


(Continued on page 57) 
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Group of Spring Window Cards by Jack Hilton, Youngstown, Ohio. 


March, 1925 
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} | HAVE CONFIDENCE IN THE 
“PERFECT STROKE” LINE 


because the “Perfect Stroke” line deserves 
your confidence—you will get service from 
first to last—the kind that puts a smile in 
the day’s work and is a satisfaction to 
everybody concerned. 











126-130 E. Third Street 





BERT L. DAILY 


Service! That’s What 
You Get In 


ail. 
Reg. U. S. Pat. Off. 
BRUSHES ano SUPPLIES 


“Service” is a big word and the Daily or- 
ganization interprets it in a big ,way. In 
merchandise and in co-operation all along 
the line, we give service—and our interest 
continues until each and every item obtained 
of us does give service! 





Learn More About 
“Perfect Stroke” 
Write Today for 


Dayton, O. Big Catalog No. 11 
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The Complete Line 
ART POSTER 
CARD and MAT 
BOARD 


f Send for New Sample Folder, No. 35D 








Announcing--- 


FORMERLY 
CHICAGO atknv COMPANY 


664-670 Washington Blvd. 
Chicago 














A BAA, 


This change is in name only; 
our personnel and policies 
will remain the same. 
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CHICAGO scab COMPANY 
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Twelve Highly Artistic Black and White Show Cards by C. H. Tucker, Jr., Display Manager, Rosenbaum Bros., 


Cumberland, Md. 
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Display Incomplete Without Card 
Plain black and white cards make the most 
effective for all displays 


By C. H. TUCKER 
Dis. Mgr., Rosenbaum Bros., Cumberland, Md. 


T has been said that the show card is 

the mouthpiece to a window display. 

This, I believe, expresses its value bet- 

ter than any other statement, for a 
passerby is first attracted by the display, with a 
second glance at the show card. Unless the card 
is attractive with a “snap,” the entire effect of the 
setting is lost. 

No display can be declared complete until a 
show card that has been properly prepared is placed 
in the window. Proper preparation is an important 
factor and one which requires a great deal of 
thoughtful consideraton. 

When lettering a black and white or pen-let- 
tered show card the letters should be cut clean and 
very plain. If the card must have fancy work on 
it, then it should be on the ornaments, panels, etc., 
as « card with fancy or scroll letters is very hard 
to read. Of course, there are some few times when 
such cards should be used, but this occurs mostly 
when elaborate and unusual settings are used. 

A large majority of the amateur card writers 
make the mistake when using colors on a card for 
ornaments and panels of selecting too bright a 
shade. Colors used in this way should be in real 
light pastel shades with the lettering in the brighter 
hues, so they will stand out above everything else. 

A card writer, to make a success of his profes- 
sion, should be thoroughly familiar with color har- 
mony, for the colors on a show card should be 
blended properly to give “that soft effect,” the same 
as in a window display. Then, too, the colors on the 
card should harmonize in every way with the color of 
the merchandise displayed. 





Showcards Important Display Point 


(Continued from page 54) 


on this card is done with Hunt’s Style C pen. 

One of the most effective cards of the layout is the 
one in the lower left-hand corner featuring “Fine 
Quality Apparel.” The stock is brown and the letter- 
a cream color, done with a Style C pen. The picture 
is a college effect reprsenting young men’s apparel. 

The “Wrinkle-Proof Ties” card is similar to the 
one featuring headwear, only the stripes are green and 
yellow, with lines made with a common pen to repre- 
sent a fringe. The letters and tassels are in cream color. 

The card for the “Suede-tex” display is another 


black and white card, but with the lines on each end. 


instead of the one side. Black and white cards are very 
high class and always add personality to the display. 
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Turkish Tints 


New, unique and exclusive color tones. 
Through a blending of delicate shades they 
have been made as pretty as a rainbow. 
Appropriate for numerous displays, show 
cards and cutouts. Some are especially 
desirable for spring. 





Write for free samples and factory prices 
of these 5 new Nat-Mat Card Boards. Also, 
if desired, illustrated circular of cutout 
frames and beveled edge cards. 





National Card, Mat & Board Co. 


Manufacturers 
4318-36 Carroll Avenue Chicago, IIl. 


85% of a show card’s color is 
the surface of its cardboard. 

















Have You Sent for the new Catalog? 
The WOLD AIR BRUSH is an AIR BRUSH of QUALITY 


4 


Pa 
C4 


5 It is strong and durable and does 
the work. It has a good reputation, 










| 


Ask for the new catalog of Air Brush 
Outfits for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE,, CHICAGO, ILL. 

















Card Writers’ Materials 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 


828144 E. MAIN STREET RICHMOND, VA. 
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“I Picture Your Message.” 
JOHN MASON 
Artist 
1608 Pine St., Philadelphia 
Formerly with Tiffany & Co. and 
Gorham Mfg. Co., New York. 

FIGURE PAINTER 
ILLUSTRATOR 
COMMERCIAL ART 
DECORATIVE DESIGN 
PEN AND INK, OIL 
AND WATER COLOR 


SATIN DISPLAY PANELS A SPECIALTY 
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7 YEARS THE 
SIREN LURED 
ULYSSES 


If you can lure every passerby to stop 
even seven seconds before your window, 
you will sell more goods. 


With the Paasche Air Brush you can pro- 
duce displays, backgrounds and show 
cards that will make people stop, look 
and come in and buy. You'll be amazed 
at the unique effects and pleasing deco- 
rations that this outfit makes possible— 
simply and economically. 


Don’t delay investigating this sure means 


of increasing your sales. Send for our 
catalogue today. 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway, Chicago 
New York Cleveland Detroit Los Angeles 
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DISPLAY WORLD 
SERVICE BUREAU 


An authoritative, completely equipped and _ functioning 
division of The DISPLAY WORLD organization for the 
solution of the window and store display problems of its 
readers and advertisers. 


LAWRENCE 0O. GORDON, Director 





























KING CANDY COMPANY 
FT. WORTH, TEXAS 
Director, Display World Service Bureau: 

We are interested in window displays from two stand- 
points—-primarily from the standpoint’of the manufacturer 
who is installing displays in retail drug stores. In this con- 
nection we use quite a bit of lithograph display material 
and crepe paper. In addition, we operate a high class 
retail candy store in this city, and in this store we are 
able to put in some time and thought on our windows. 

We would like very much for you to give us informa- 
tion on the following things as advertised in your February 
issue: Books on display, crepe paper, lithographed dis- 
plays, decorative papers, window display service and win- 


dow lighting. 
KING CANDY COMPANY, 
Porter King, Secretary. 
Your problem is similar to that of many other manu- 


facturers just beginning the use of window display in their 
advertising campaign. This is a very important subject 
and one worthy of the attention and study of the com- 
pany’s chief executives. With your own store it is possible 
to experiment with and test various display forms before 
making a universal distribution, thereby eliminating prac- 
tically all waste. 

In regard to the various items on which you request in- 
formation, this you will find attached hereto. 





WESTERN GROCER COMPANY 
MARSHALLTOWN, IOWA 
Director, Display World Service Bureau: 

Acknowledging receipt of your “Survey. of the Display 
Service,” wish to thank you for the prompt attention, as 
well as complimenting you upon the way this booklet was 
prepared. I find it very enlightening on this particular 
subject. 

Am desirous of knowing whether or not there are any 
window display services in the State of Iowa. This in- 
formation will be appreciated very much. 

BENJAMIN J. MARSHALL, 
% Manager, Display Department. 
“In regard to window display service companies in the 


State of Iowa, we believe that the list attached will be 
found reliable and capable of caring for your needs. 





DAVENPORT HOSIERY MILLS 
CHATTANOOGA, TENN. 
Director, Display World Service Bureau: 

We have had patented a display stand which consists 
of velvet boards approximately 20 inches long and 16 inches 
wide, each display consisting of two boards and two stands 
with an outside container made of a good grade of imita- 
tion leather. The stand should be collapsible, and, when 
standing, should measure 21 inches from top to base with 
a crossbar 8% inches long, so that the boards will sit on 
the stands at an angle of about 331-3 degrees. 

Who will be the best people to get in touch with to 
manufacture this display unit for us? 

DAVENPORT HOSIERY MILLS, 
By R. C. McGuirk. 
We are pleased to give on the list attached the names 


of several concerns whom we know to be responsible and 
reliable people, and we believe they will be able to handle 
your proposition to your entire satisfaction. 

If you write these concerns, we know that they will be 
glad to give you any information you desire. 
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STEVENSON BROTHERS, LTD. 
DUNDEE, SCOTLAND 
Director, Display World Service Bureau: 

Enclosed find twelve cent.stamps for information re- 
garding books on display, books on draping, decorative 
papers, papier mache specialties, stencil outfits, stock pos- 
ters, store designing and store front, as we are planning 
a complete remodeling of our store front and desire to 


install the most suitable displays possible. 
M. STEVENSON, Dis. Mgr. 


Your request for information has been received and we 
give on the attached pages lists of those concerns we know 
to be reliable. If there is any information you are unable 
to obtain, or if we can be of further service to you, do 
not hesitate to call on us. 





KRAUS’ DEPARTMENT STORE 
ERIE, PA. 
Director, Display World Service Bureau: 

We expect to open a new department store about April 1 
at Eighteenth and State streets, this city, and are inter- 
ested in show windows, backgrounds, show cards, and 
everything pertaining to new fronts. Any information you 
can furnish us will be greatly appreciated. 

EMIL KRAUS, President. 

In compliance with your request, we are pleased to give 
the attached list of concerns who manufacture the equip- 
ment you inquired about and feel sure that they will be 


able to serve you in every way. 





VINCENTE SOCIATS 
Rambla Estudios, 8, BARCELONA, SPAIN 
Director, Display World Service Bureau: 

Kindly send the below knowledge of those who manu- 
facture artificial flowers, books on card writing, display 
and draping, color lighting, decorative papers, all manners 
of display fixtures, all manners of lighting equipment and 


signs. 
VINCENTE SOCIATS, JR., Dis. Mgr. 
Attached hereto are the names of concerns who manu- 


facture the equipment in which you are interested. If you 
are unable to obtain all the information desired, do not 
hesitate to call on us again. 





AN ATTRACTIVE BRIDE CUT-OUT FIGURE 

In celebration of the glorious spirit of June there is 
now being produced for window display usage throughout 
the country a figure that is adaptable to many line of busi- 
ness. This figure consists of a lithographed cut-out of 
life size (about 58 inches high) in five full natural colors, 
mounted on 150-point card with an easel back and strongly 
enough made to be used over and over again. 


It is an actuai photograph of a lovely model dressed in 


the latest bridal costume of Fifth Avenue design, with a 
bridal bouquet desgined by a Fifth Avenue florist. Strong 
demand for this figure has already been shown by the ad- 
vance orders from prominent stores for use during the 
coming season. 

Richardson Illustrating Company, of 149 Broadway, New 
York City, are the makers of this appealing and timely 
contribution to the window display profession. 





WINDOW SHOPPING COMMITTEE NAMED 

The committee appointed to complete arrangements for 
Spring Window Shopping Night at Mt. Vernon, Ohio, 
April 1, is composed of M. C. Kinney, J. S. Ringwalt Com- 
pany, chairman; Fred A. Surlas, Candyland; L. W. McAfee, 
Hoover-Rowlands Company; Leroy Sharp, Charles E. 
Sharp Flower Store; Edwin Worley, Worley’s; Kenneth 
Ransom, E. G. Everly Shoe Company; Miss Wythe, Wythe 
& Tuttle: Miss Elizabeth Zink, Knecht-Feeney Electrical 
Company; Jesse O. Lamson, F. E. Kirby & Company; 
Alfred Shutt, .A A. Dowds Dry Goods Company, and Clar- 
ence Kerr, Pitkins Provision Store. 
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Cascade Light 


Blue Green 
Buttercup Black 
Yellow New Blue 
Gulf Blue Tropical 
Old Rose Green 


DU LL Fl N ISH —s Shetland 


Terra Tangerine 
: Cotta Turkey 

-” K White Red 
Ivory Cocoa 

Tan Ox Blood 
U.S. PAT. NO. 166998 Gray Royal 

Light Purple 
Blue Light 

Lavender Orange 
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HURLOCK BROS.COMPANY Inc. 


3456-38 MARKET ST., PHILA., PA. 
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The F'ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 


= 










Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 























FAMOUS MASTER STROKE BRUSHES WRITE 
FOR 
AND SIGN PAINTERS COPY OF 


Our New Free Bulletin 


DICK BLICK CO. 
BOX 437-D GALESBURG, ILL. 


AGGRAVATING, ISN’T IT? 


when you have electric lights in your dis- 
play windows, with the electricity all 
hooked up and then discover that some- 
one forgot to turn “on” the lights at dusk. 


The A & W Electric Sign Co. 


2126 E. 19th St. Cleveland, 0. 


FOR INFORMATION 
Regarding Display Problems, Equipment, 
ccessories, etc., Ask 


The DISPLAY WORLD SERVICE BUREAU 
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Importance of Window Display 


Merchants attending annual convention of American Association of 
Retailers in St. Louis told value of display as a sales creator 


By RAYMOND T. WHITNAH 
Display Manager, Crosby Bros. Company, Topeka, Kansas 


EFORE promoting the fundamental principles 

of a selling display, I wish, by a few perfucn- 

tory remarks, to impress upon you the value 

and stability of window advertising, as well 

as the place it holds in future successful 
merchandising. 

First, let us analyze and ascertain the ailments of stores 
who are less successful. I would compare a business in- 
stitution to that greatest of masterpieces—the human body. 
They have kindred ailments, and can well be compared, 
although primarily it might seem absurd. I have selected 
five parts of the body which are mo.t vital and which are 
susceptible to as many ailments. 

When the lungs become infected and reach the tuber- 
cular stage, it is merely a period of time until the body 
dies. The air the lungs breathe represents the good-will 
of the store. It is free and can only be procured by that 
institution itself. No one can give a store good-will; they 
must exert their energy for it. Their honesty, combined 
with concrete policies through their actions and advertis- 
ing, is what builds up good-will in a community. When 
good-will is gone, the time of elimination has arrived. 

The food :taken into the stomach represents the sales 
of the store. Indigestion is due to improper food or irregu- 
lar eating. A steady business is much more acceptable 
than one issued in spurts. A store overfed by sales, like 
our stomachs, enjoys the feeding but suffers the conse- 
quences. 

Mental sickness, or more commonly called insanity, 
might well be typified by the judgment with which a store 
is merchandised. This directly leads to the merchandising 
of your windows. Seasonable goods featured are half sold, 
whether it be in the windows or in the store. When a 
store becomes non-progressive, it is mentally sick and a 
specialist is the only hope. 

Heart trouble in a store is lack of co-operation between 
department heads and employes. Co-operation sells more 
merchandise, and without it no store can succeed. 

The backbone of the body is emblematic of the finances 
of the institution. The financial gain is due to the business 
a store maintains and continues to increase. It may have 
a weak back in infancy, but if it does not continue to 
grow with the rest of the body, it cannot exist. Some of 
the strongest institutions in the country are out of exist- 
ence because they were non-progressive. The soul of a 
store has departed when success leaves that institution. 

To be progressive one must continually be on his toes. 
How, then, may I ask, should we proceed? First, mer- 
chandise your store every minute; have the best windows 
in your town if you have to get a man for it. If your 
business will not warrant it, or if you are operating in a 
small way, have a combination man who knows something 
of the window display art, and within a very short time 
you will notice the increase. 

Your show window is a direct remedy—a cure-all for 
the ailments in retail business. Neglect your window and 
you are draining life-blood from your business. It spells 
either failure or success, and it is your greatest medium 


because it links in advertising closest to your sales depart- 
ments. I believe in newspaper advertising and I also be- 
lieve in linking your paper and your window, except in 
cases where only the news columns should be considered. 
I speak of one-half sales, Dollar Days, and sales of this 
caliber. 

Your customer sees what is in the window, she sees, 
understand me, she sees the merchandise, and in 50 per 
cent of the cases the item is sold before crossing your 
threshold. Should it not receive as much attention and as 
large a budget as your other advertising? Yes, but it 
does not in one store out of ten. Think that point over, 
and you will find one of the greatest leaks of your busi- 
ness. 

What comprises a selling window? These things: It 
must stop people; it must stimulate interest; it must create 
desire. 

These three things are accomplished by the attractive 
featuring of the merchandise (examples cited). The orig- 
inality is only secondary. Of course, originality is a big 
factor in creating human interest. Attractiveness and 
originality are gained through arrangements and harmony 
of color in such a way that it will possess human interest. 
Human interest consists of the natural likes and dislikes, 
the hobbies of humans. 

Arrangements and color are the two most imporatnt 
things in successful window display. Let us take arrange- 
ment first. The unit system has long proved the most 
successful, be it for professionals or amateurs. When a 
factory is built today it is built in units. When a city is 
built it is carried on in sections, additional units. When 
you enter a large department store, you see a department 
here and there—those are units; separate shops, so to 
speak. Now, your window should consist of units—units 
of arrangement. 

A window may be well arranged, but if the colors are 
poor it will not sell the merchandise that a correctly har- 
monized one would. There is feeling in color. Through 
color we reach the innermost emotions. We even talk in 
color. When a man has no pep, you say he is colorless. 
When angry, he sees red. When a coward, he’s yellow. 
When loyal, he’s true blue. When unintelligent, he’s green. 
When joyful, tickled pink. When envious, green with 
envy. Color can be felt very strongly, so if we wish to 
appeal, try color. 

Backgrounds form the environment for your merchan- 
dise just as a site embellishes a fine home. No matter 
how attractive your merchandise may be, if it doesn’t have 
a suitable environment the effect is lost. A good, perma- 
nent back is essential unless you are capable of producing 
artistic temporary settings. ' 

Your lighting in display windows is most important. 
Never be afraid of too much light. The proper style of 
reflector has a great deal to do with the distribution of 
light and should be selected with discretion. With the aid 
of spot flood lights you can produce some novel effects 
which will attract, but avoid the use of color in spots if 
used on merchandise. 
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If trained tothe background, or some portion of it, 
color is good occasionally, but never color on the mer- 
chandise. Show it in its,natural color. With the use of a 
good spot you can make use of color screens on your 
window reflectors and train the white flood on the center 
of the display, and with a little experimenting you can get 
some wonderful effects that attract the passerby. 

Any of you who employ a window man or combination 
man should not overlook the advantage to you and, your 
business by disregarding his attendance at display conven- 
tions. He can learn more and see more in four days than 
can be obtained in many months of experience. In behalf 
of the International Association of Display Men, of which 
I am an officer, I wish to extend to you and to your dis- 
playmen, an invitation to attend the coming convention 
which will be held in St. Louis in June. 

There will be hundreds of. square feet of exhibits con- 
taining everything with which to decorate. Demonstrations 
will be staged by capable men, who tell the how and why 
of every move. It is a schooling which can be had in 
no other way, and if it is possible for you or your display 
man to attend, you will be able to go back home with 
inspiration which, developed, will make the old cash regis- 
ter tinkle a little louder, a little more often, and with a 
much sweeter tone. 





STAND SELLS AS WELL AS DISPLAYS ARTICLES 

A utility stand that is adaptable for the display and 
selling of many different articles has recently been put 
on the market. 
This stand, which 
also can carry a 
surprising quan- 
tity of merchan- 
dise, is designed 
for counter sales 
use. It is a re- 
volving stand which is ideal 
for the varied demands of 
department store merchandis- 
ing. 

Constructed of %-inch 
round tubing, the stand meas- 
ures about 35 inches from 
counter to top of card holder. 
The width over all is about 
20 inches. Arms are of %- 
inch round tubing, with the 
extreme ends turned up. 
These arms, which are eight 
in number, radiate out about 
nine inches from the upright 
on all sides, They are adjust- 
able as to height on the up- 
right and also revolve. A “B” base, 7 inches in diameter, 
and card frame, 3%x5% inches, complete the necessary 
measurements. 

Manufactured by J. R. Palmenberg’s Sons, Inc., 63 W. 
36th Street, New York, this utility stand offers a wide 
range of uses. 


CARD AND MAT BOARD COMPANY CHANGES NAME 

Manufacturers of the well-known line of Crescent 
Brand card and mat board products have changed the 
Name of their organization to the Chicago Card Board 
Company, formerly known as the Chicago Mat Board Com- 
pany. This change is in name only and does not effect 
the personnel, policies, etc. The business will be carried 
n as heretofore at the same location, 664-70 Washington 
Boulevard, Chicago, III. 
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Paemors Drawing and calenne 
Pens are made with both round 
and square nibs in four sizes of each 
style. Used by expert card writers every- 
where. Send $1.00 for one dozen 
assorted Drawing ‘and Lettering Pens. 


The Esterbrook Pen Manufacturing Co. 


Camden, New Jersey 


Canadian Agents: The Brown Bros. Limited, Toronto 
































ALL-METAL 
ADJUSTABLE 
PANTOGRAPH 


Indispensable for rough-outs, 
layouts, enlargements, reduc- 
tions, and wherever a drawing 
board is wsed. 
Fully adjustable, with an ex- 
tremely simple and almost in- 
stantaneous adjusting device. 
Made of the finest materials 
and absolutely guaranteed. 
Sent postpaid on receipt of $3.00. Try it. 

Mobdney refunded if not satisfactory. 


DRAWING-AIDE COMPANY 


228 Caxton Building Cleveland, Ohio 




















THE KINNEAR ARTCRAFTS 
Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 
19 EAST 15th STREET NEW YORK 

















YALANCES 


Before purchasing a Valance, write | 
and find what we have to offer. 


BRYAN’S 
423 S. 4th, Louisville, Ky. 























W. B. YOUNG & CO. 
SHOW-CARD WRITERS’ SUPPLIES 
160 NORTH WELLS ST. CHICAGO, ILL. 

Write for Catalog and Samples 
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Doings Among Displaymen Everywhere 

















C. R. Scott, president of the Associated Display Men 
of St. Paul, has resigned his position as display manager 
of Husch Bros. to accept a similar position with the Soren- 
sen Shoe Company. He will direct the displays of their 
three stores, St. Paul, Minneapolis and Duluth making the 
circuit at least once a week. He is at present designing 
new fronts and windows for all stores. 





William Joseph McKeon, who resigned recently as dis- 
play manager for Lord & Taylor, has been appointed dis- 
play manager of women’s and children’s apparel for Saks 
¥ifth Avenue, New York. 

Mr. McKeon succeeds A. G. Elders, who returns to 
Saks’ Herald Square as display head, which position he 
held before going to the new Fifth Avenue store. W. 
Wehner, who has been supervising the display work at 
the Saks Herald Square store, and who was formerly 
assistant to Mr. Elders at that store, is still with the 
organization. 





J. M. Meyer, Jr., displayman with the Western Auto 
Supply Company at Les Angeles, Cal., has been transferred 
to San Francisco, to be display manager for the twenty- 
two stores in the San Francisco district. This organization 
operates one hundred and twenty branch stores, divided 
into four districts, with display supervisors in each district. 





John F. Weber, display manager, The Mabley & Carew 
Company, Cincinnati, was a recent Chicago visitor, pur- 
chasing fixtures and materials for use in spring displays 
and their semi-annual fashion revue. 





H. A. Grove, formerly of Wolf-Dessaur Company, 
Ft. Wayne, Ind., has been appointed display manager of 
Husch Bros., St. Paul, succeeding C. R. Scott, who recently 
resigned. 





Walter R. Nelson, displayman, formerly with the Day- 
ton Company and Donaldson Company, Minneapolis, is now 
assistant to Mr. Bartlett at the Golden Rule Store. 





E. O’Connell, formerly connected with the display de- 
partment of Lord & Taylor and R. H. Macy & Company, 
has been appointed display manager for Goodman’s, a new 
specialty shop in Brooklyn. 





Mark Horner has been appointed display manager for 
a large department store in Ft. Wayne, Ind., following his 
graduation from The Koester School in Chicago. 





C. D. Atwood, formerly assistant in the display: depart- 
ment of the M. L. Parker Company, Davenport, Iowa, has 
been appointed display manager for C. F. Kurtz Company, 
Rock Island, IIl. 

Clem Kieffer, one of Buffalo’s premier displaymen, re- 
cently spent two weeks in “Bar-muda,” sometimes known 
as Bermuda. It is reported that this was a business trip. 





J. H. Downs, of the Golden Rule Store, recently intro- 
duced to Huron, S. Dak., the mezzanine window display. 
Higher priced goods will be shown and will be clearly 


visible to passers in cars and those on the opposite side 
of the street. 





Daniel Hurley, for several years with James McCreery 
& Company as displayman, and later display manager for 
the Buckley-Newhall Company, has been appointed dis- 
play head for the Hoeniger & Swern Company, Trenton, 
New Jersey. 





E. R. Epple, display manager, Jacobi Bros. & Mack, 
Galesburg, Ill., has recently completed an oil painting of 
a mountain scene which is attracting unusual attention 
wherever displayed. Mr. Epple is one of the recognized 
leaders of the displaymen of that section. 





Paul G. McKenna, a well-known displayman in Middle 
West cities and formerly connected with the Faneul Dis- 
play Service, of Minneapolis, Minn., has been visiting with 
relatives at Sheldon, Iowa, and has just announced that 
he will open a window display service in Omaha about the 
middle of March. 


J. Max Howard, display and advertising manager for 
Gilmer’s, Inc., Greensboro, N. C., has resigned and is now 
in charge of the same departments for Leonard, Fitz- 
patrick & Mueller, Birmingham, Ala. 

H. Felgenhauer recently accepted the position as dis- 
play manager for Steinberg’s, an exclusive ready-to-wear 
shop, St. Louis. 





W. C. Griffiths, display and advertising manager, Yehle 
Dry Goods Company, Marysville, Mo., has resigned to form 
a service company with headquarters in that city. 

Members of the Associated Display Men of St. Paul are 
making an investigation and survey of the retail district of 
that city at the request of the Retailers’ Subdivision of the 
St. Paul Association. 

The survey includes window lighting, displays, appear- 
ance of building fronts and appearance of streets in general. 

February, generally a period of unusual quietness, as 
far as retailing is ‘concerned, was reversed this year by 
many retailers of St. Paul, the result of strong merchan- 
dising events. Notably among them was Mannheimer Bros., 
Inc., 54th anniversary sale, a thirteen-day selling event, 
offering hundreds of new items each day. Ray Ullum, dis- 
play manager, changed a battery of sixteen windows each 
evening, putting in merchandise that was to be on sale the 
following day. 

The Golden Rule went through the month with a series 
of sales, using calendar banners throughout the store and 
windows which would indicate date and duration of the 
different sales, and each day that date was checked off on 
all banners. This proved very effective. 

B. J. Millward, “granddaddy” of St. Paul displaymen, 
installed an elaborate display at the Northwest: Druggists’ 
Convention at the Auditorium recently for his firm, Noyes 
Bros. & Cutler. It was a full-sized model drug store, com- 
plete with stock, windows, cases, fountain, etc. 

Spring opening dates in St. Paul were March 11 and 12, 
when all stores exhibited unusual and attractive settings 
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Sale Winted to Buy 








WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC., 
17 Madison Ave., New York City 


WANTED 


Salesmen selling fixtures to carry a 
well-advertised line of Window 
Valances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 

The National Decorative Company 

5 Hudson St., Camden, N. J. 


POSITION WANTED 
By competent displayman of large 
department store experience and 
ability. Write for details. 
Address, “F. W.,” 
Care The DISPLAY WORLD 








SALESMEN WANTED 
Six new lines of Novelty and Road, 
Sign Service. Address, 
THE CRYSTAL ADV. COMPANY 
_ Zanesville, Ohio 














“NATIONALLY KNOWN” DISPLAY 

AND ADVERTISING EXPERT WILL 

CONSIDER OFFER FROM LEADING 

MEN’S OR WOMEN’S’ READY-TO- 
WEAR STORES. 


Address, “CONFIDENTIAL,” 
Care The DISPLAY WORLD 














For Sale—Window sock for decorators. 
Patented May 20, 1924. Fits over any shoe. 
Made of fleece-lined jersey cloth. An 
elastic band is taped and sewed in the top. 
They can’t slip off. 75c pr., $4.00 %4 doz., 
$8.00 per doz., postage paid. Send size of 
shoe. Pocket hammers 4% inches long, 
nickel plated, 85c each, postpaid. 

J. M. WALTERS, M’f’r., 
220 South Benton Way. Los Angeles, Cal. 








POSITION WANTED — Young married 

man, 23, four years head cardwriter and 

banner man with display service com- 

pany, wants position as assistant to dis- 

playman. Have no experience in display. 

Samples on request. Employed. Address 
i hes: Nas 


Care The DISPLAY WORLD. 








ADVERTISING IN THE OPPORTUNITY EXCHANGE PRODUCES RESULTS 
AND ONLY COSTS $1.50 PER COLUMN INCH, CASH WITH COPY 





A dinner meeting with an educational program was held 
Wednesday evening, March 4, at the Athletic Club by this 
association. 


A Cupid's Ball was held February 12 by the Sharon 
Association of Display Men, Sharon, Pa., that was declared 
the most elaborate ever staged in that vicinity. More than 
350 couples attended and a profit of $250 was realized by 
the association. 

This association is sponsoring a window trimming and 
show card course at the Buhl Club with nineteen members 
enrolled. The class is being instructed by H. A. Heinaman, 
a former instructor at Carnegie Tech, Pittsburgh, Pa. The 
course has been so successful that another class will be 
started immediately following this one. 
show cards by the students are being displayed by the 
leading merchants of the city. 

A spring style show atone of the local theaters is being 
planned under the supervision of Mr. Heinaman. The 
Sharon Club is one of the most active in the I. A. D. M. 
and is setting a mark for others to “shoot at.” 





George Muggeridge, for several years director of dis- 
plays for the Consolidated Light & Power Company, Balti- 
more, will take up his residence in Florida, April 1, locat- 


Displaymen all over America will regret to learn of the 
very sudden death of the little son of Paul Francisco Lupo, 
display manager, Barker Bros., Los Angeles, and one of 
the industry’s premier display directors. 


Backgrounds and 


He died from 


an acute attack of pneumonia after an illness of only one 
day and two nights. 





E. Preston Browder has resigned as display manager 


demonstration. 


also shown. 


ing at Miami, where he is establishing a window display Iowa. 
service, handling displays for local merchants and national 
advertisers, 


of the H. Kobacker Company, Buffalo, which position he 
has held the past several years, to establish a window dis- 
play service in Buffalo, handling both displays for local 
merchants and national advertisers. 


Druggists of Marion, Ohio, were recently shown through 
contrast the right and wrong way to arrange drug store 
windows by the members of the Marion Display Men’s 
Club at one of their recent meetings. 
merchants responded to the invitation to be present at this 


A large number of 


Displays of purses and pocketbooks, with and without 
fixtures, were first arranged. Advantages of using fixtures 
and decoratives were pointed out in this display. The cor- 
rect and incorrect arrangements of office furniture were 


Donald D. Kester, formerly display manager of Bremer’s 
Golden Eagle, Iowa City, Iowa, and more recently pro- 
prietor of the University Cafe of that city, has opened a 
display service and plans to cover a long list of cities in 





SIOUX CITY STORES HOLD DISPLAY NIGHT 
A display of the latest styles in all lines of merchandise 


was held on the evening of March 9 in the windows of 
the retailers of Sioux City, Iowa. Practically every down- 
town merchant took part in the event, which was followed 
the next day as the opening of the spring season. 
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Display Trial Proves Permanent 


Annual contest developed from experiment 
found to be of great sales stimulator 


By C. L. HOLT 
National Biscuit Co., New York City 


FEW years since, the National Biscuit Company, 

joining in the general indéStrial celebration of Inde- 
pendence Day, tried, as an experiment, a window display 
contest, open to each of the many thousands of men con- 
nected with the selling branches from which the company 
distributes its products to the entire country. The enthu- 
siasm proved so general and the results so encouraging 
in every way that this kind of a contest has been an annnal 
event since then. 


Worthwhile prizes, of different amounts of cash, are 
offered for the best displays, from the first to the fourth 
best, inclusive, and, in the case of each prize display, the 
award is made to the company’s representative, who is re- 
sponsible for the planning and installation of the display. 
The members of the Committee of Award are appointed 
by Assistant Sales Manager Hawes from the personnel of 
the Sales Department at headquarters, and the merits of 
the displays are judged from photographs. The chief points 
considered are as follows: First, Fourth of July suggestive- 
ness; second, originality; third, consistency; fourth, sim- 
plicity. 

The large variety, as to shape and size, of the packages 
put out by the company, and the numerous colors in which 
the wrappers are printed offer a wide scope for ingenuity 
as to designs and good taste in devising attractive color 
schemes. To accentuate the Fourth of July appeal branches 
are furnished with window strips and display cards, pre- 
pared specially tor use in the windows or in the displays. 
For example, a window strip reads: “Hence 4th Uneeda 
Biscuit.” A display card advises, “For a Safe and Sane 
Fourth, Use Only the National Crackers.” 

As a rule, the dealers gladly co-operate with our sales- 
men in order to take advantage of this opportunity and 
thus increase sales and profits. The appearance of these 
displays—thousands of them—at the same time, throughout 
the country, is a constant, patriotic, forceful reminder to 
consumers as to what |the National Biscuit Company 
claims for its products. 





BUSINESS BRISK WITH GREAT CENTRAL 


The Great Central Novelty Company, 234-40 Main Street, 
Cincinnati, Ohio, well-known dealers in metal and wood dis- 
play fixtures and store equipment of all kinds, report an 
unusually active demand for their products. They are con- 
fident that 1925 is going to be a banner year in the display 
field and are prepared to handle with care and promptness 
the expected large volume of spring business. 








WANTED 


Combination Window Trimmer, Card 
Writer and Advertising Man 


for one of the most modern men’s and boys’ store 
in the South; new building, windows and fixtures; 
daylight work room containing best of filing system 
and equipment to turn out first-class work, offering 
unusual opportunity and conditions for the right man 
to build up fine future. In making application, state 
experience, age, married or single, reference and 
salary expected; also send photograph and samples 
of work. 




















SELBER BROS., INC., Shreveport, La. 
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An Attractive New Base 
Of French-Classic Extraction-- 
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shown 
in detail 
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design 
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"T*HE BEAUTY and simplicity of design 
i and decoration embodied in this new 
base is enhanced by the grace and propor- 
tion of its line. It is an adaption of the 
best in decorative art and design which iden- 
tifies the period of the French empire. 


Cast in Solid Bronze and Produced 
in a Variety of Finishes 


J. R. PALMENBERG'S SONS, 


Creators of Display Equipment for Over 70 Years 


63-65 West 36th Street, New York 


BALTIMORE BOSTON 
122 W. Baltimore Street 26 Kingston Street 


CHICAGO 


INC. 


SAN FRANCISCO 
11 First Street 
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Spring Decorations? 








It’s getting pretty close to Easter and 
Spring Opening time, when every mer- 
chant will be going after business harder 
than ever. 


If you wait too long to plan those Displays 
someone else is going to get the jump on 
you and reap the harvest. 


Better write for your free copy of the new 
Spring and Summer issue of our catalog 


pa 


“The Guide to Better Window Displays” 


today and prepare for the much-heralded 
1925 prosperity. 
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The Adler-Jones Co. 


649 So. Wells St. 
CHICAGO 
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